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EXECUTIVE SUMMARY

INTRODUCTION

The Georgia Department of Transportation (GDOT) seeks maximum effectiveness of transportation
demand management (TDM) projects that receive funds from the Congestion Mitigation and Air
Quality Improvement (CMAQ) program.  Effective projects are pursued through the coordination of
TDM partners, referred to as the Atlanta TDM Framework (Framework), in the 13-county
nonattainment area1. The Framework aims at changing individual employee and employer behavior
regarding transportation modes.  The desired result are actions that reduce congestion and improve
air quality. Partners include eight Transportation Management Associations (TMAs), The Clean Air
Campaign, Commute Connections (a program of the Atlanta Regional Commission), and other
supporting services.

In 1999 GDOT contracted with the Center for Transportation and the Environment (CTE) to
measure the effectiveness of the Framework’s three major program areas: the media campaign,
employer and individual outreach services, and regional supporting services.  Overall goals of the
contract are to enhance the media campaign and to evaluate the qualitative and quantitative impacts
of the three program areas.  Other goals are to establish a consistent evaluation protocol and to set
up reporting procedures for the Framework. This report presents the results of Framework programs
for federal fiscal year 2002, the third phase of the program.

The evaluation is a program level estimate of travel and emission reductions for a select group of
Framework programs.  The evaluation follows a standardized and rigorous protocol that results in a
lower bound estimate of emissions reductions attributable to TDM programs.  The estimate is
considered lower bound because it does not capture all activities associated with all TDM programs,
which would be cost prohibitive, nor does this evaluation capture the indirect effects of TDM
programs that are not immediately evident to individuals making commute changes.

CTE did conduct a regional estimate of travel and emission reductions for the 13-county area to
assess fulfillment of the 2004 State Implementation Plan (SIP) target for TDM related Voluntary
Mobile Source Emission Programs (VMEP)2.  The evaluation documents regional travel and emission
reductions from commute and non-commute travel behavior changes for a 12-year, 5-year, and 2-
year period.  These findings are presented in a separate report.

FY2002 ATLANTA TDM FRAMEWORK EVALUATION

The FY2002 evaluation documents the activities of the Framework within the context of a
performance measure “continuum”. The continuum captures the range of impacts achieved by the
Framework and includes performance measures that cover a progression of desired behavioral changes
associated with TDM.  At the far end of the continuum are the travel and emission reductions, the
ultimate desired outcome of TDM.

In FY2002, the measurement team identified approximately 53,400 commute alternative mode users
associated with Framework related TDM programs.  These commuters are eliminating approximately
37,500 vehicle trips and 780,000 vehicle miles on a daily basis.  As a result, two harmful ozone
causing pollutants—oxides of Nitrogen (NOx) and Volatile Organic Compounds (VOC)—are being
reduced.  Reductions achieved on a daily basis are .77 tons of NOx and .89 of VOC.  These emission
                                                
1 Thirteen (13) county nonattainment area includes Cherokee, Clayton, Cobb, Coweta, DeKalb, Douglas, Fayette,
Forsyth, Fulton, Gwinnett, Henry, Paulding, and Rockdale counties.
2 The VMEP target includes a daily reduction of 4.4 million vehicle miles, 4.28 tons per day (tpd) NOx, and 6.51
tpd VOC to be achieved by 2004, the attainment or compliance year. The VMEP targets are presented by the
Georgia Department of Natural Resources, Environmental Protection Division’s SIP for the Atlanta region.
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reductions are substantially higher than the emission reductions documented in the FY2001 Atlanta
TDM Framework Evaluation (.53 tpd of NOx and .58 tpd of VOC).  While a direct comparison of
travel and emission reductions from FY2001 to FY20023 is not statistically appropriate, the
measurement team is confident that the Atlanta TDM Framework is increasing individual
participation in commute assistance programs.

As mentioned, the FY2002 travel and emission reductions (.77 tpd of NOx and .89 tpd of VOC)
represent a program level estimate for a select group of Framework programs. The regional estimate
presented in the SIP VMEP Update found that over the past five years nearly 270,000 commuters
were placed in alternative commute modes.  The total daily travel reduction from these commuters
equals 207,400 vehicle trips and 4.1 million vehicle miles.  The reduction in vehicle miles traveled
translates into a reduction of 4.97 tpd of NOx and 5.75 tpd of VOC.  It is likely that actual travel and
emissions reductions for TDM programs fall between the program estimates and the regional
estimates.

Preceding travel and emission reductions (and at the beginning of the performance measure
continuum) are other “precursor” changes commuters might make before permanently adopting a
commute alternative. These changes are associated with commuters’ and employers’ awareness,
attitudes, and participation in programs that encourage them to try commuting alternatives or get
involved with commute assistance programs.

In terms of awareness, metro Atlanta residents know the region is experiencing problems with traffic
congestion and air quality. They show moderate to strong recall on information about specific
commute alternatives and commute assistance programs. Also, more than 50% of metro Atlanta
residents are aware of several regional services available to help commuters, including the 1-877-
CLEANAIR and 1-87-RIDEFIND information lines and The Clean Air Campaign.

Awareness of The Clean Air Campaign remains steady among local business leaders, while business
leader awareness of 1-87-RIDEFIND and the Metropolitan Atlanta Rapid Transit Authority
(MARTA) Partnership Program increased significantly.  Business leader awareness of TMAs has also
increased over the past year.  This awareness appears to correspond with the level of commute
assistance business leaders offer employees.

More business leaders are offering commute assistance to employees. However, only a small number
of business leaders realize these programs qualify as commute assistance.

Framework partners also report increased contact between commuters, employers, and property
managers and the region’s TDM resources available to assist them.  Calls to 1-877-CLEANAIR and
1-87-RIDEFIND, visitors to www.cleanaircampaign.com, and regional rideshare database registrants
are on the rise. Framework partners sold approximately 238,300 monthly discount transit passes
during FY2002, an increase of about 31% over the previous fiscal year. The region also added
another 16 vans to its vanpool fleet, an increase of 9% from FY2001.

Overall, employees working for employers who collaborate with Framework partners to provide
commute assistance services (referred to as Employer Participants) indicated greater availability and
awareness of employer-sponsored commute assistance programs when compared to the regional
average. One in three residents who said their employer offers commute assistance services used at
least one service during the past year. However, many employees at Employer Participant worksites
are not aware of the range and extent of commute assistance services offered by their employers.
At the close of FY2002, Framework partners were working with approximately 670 employer clients
and 107 property manager clients, an increase of about 21% from FY2001. Nearly 100 employers or

                                                
3 In FY2002, the measurement team expanded the evaluation to include several new data sources.
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property managers and more than 3,500 commuters were participating in Framework partner and
Employer Participant incentive programs at the close of FY2002. Employees working where
employers offer incentives have lower drive alone rates than those whose employer offer only
information and support services.

RECOMMENDATIONS

The ultimate goal of the Atlanta TDM Framework is to encourage commuters who are driving alone
to work to shift to alternative transportation modes and to encourage commuters who currently use
alternative modes to continue to do so.  The FY2002 evaluation assesses the Atlanta TDM
Framework’s activities toward reaching this goal, but also strives to identify opportunities to enhance
future success.  Some of the key areas of enhancement, or recommendations, are presented below.
Because this is a dynamic and interactive process, CTE has already presented these recommendations
to Framework partners and many are currently being implemented.  More detailed recommendations
are included in Chapter 6.

Educate the Audience

Employers and Property Managers:

• Communicate and market the multiple benefits that result from employer and property
manager sponsorship of TDM programs.

 
• Encourage employers and property managers to provide employees ongoing information

about the commute assistance services available to them.
 

• Use the large-scale media campaign to promote the positive impacts commute assistance
programs have on businesses’ bottom line.

Rideshare Database Registrants:

• Directly contact new rideshare registrants to motivate them to use the ridematch information
and to provide them an opportunity to request additional assistance.

 
• Keep interest high among registrants by implementing a series of brief monthly or bimonthly

commute-oriented messages, such as new incentive opportunities.

Individual Commuters:

• Because not all employers are receptive to employer-sponsored programs, provide regional
programs and services to educate the individual commuter.

 
• Use the large-scale media campaign to promote regional programs and services to the

individual.

Increase Financial Incentives to Encourage Alternative Mode Use and Adoption of
Commute Assistance Programs

• Increase the level of incentives available for individuals, employers, and property managers.

• Encourage employers and property managers to implement incentive based commute
assistance programs.
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Target Urbanized Areas

• Investigate the benefits of a more regional approach to assessing employer and individual
outreach needs, such as basing the level of outreach on employment density and other
conditions related to urbanization.

 
Strengthen Coordination of Atlanta TDM Framework Activities

• Provide and promote commute assistance services in a more coordinated and integrated
community wide approach.

 
• Build on the strengths of all Framework partner commute assistance programs, create

economies of scale, and reduce the confusion among commuters and business leaders about
these programs.
 

• Work towards a seamless approach and take advantage of local commute options and
infrastructure, as well as employer or employee demand for services.

 
• Coordinate Framework partner advertising and public relation activities using messages that

direct commuters to appropriate programs and services and provide them with the necessary
resources and tools to act.
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CHAPTER 1 RESEARCH AND MEASUREMENT PROGRAM OVERVIEW

INTRODUCTION

The Georgia Department of Transportation (GDOT) is leading an effort to coordinate and maximize
the effectiveness of transportation demand management (TDM) related Congestion Mitigation and
Air Quality Improvement (CMAQ) funded projects and other federal, state, and privately funded
projects in the 13-county nonattainment area4.

The GDOT effort, dubbed the Atlanta TDM Framework (Framework) specifically aims at
changing individual and employer attitudes and behaviors about the voluntary use of alternative
forms of transportation in order to reduce traffic congestion and improve air quality.  The Atlanta
TDM Framework formed in September 1999 with the signing of the Framework for Cooperation to
Reduce Traffic Congestion and Improve Air Quality.

The Framework for Cooperation to Reduce Traffic Congestion and Improve Air Quality categorizes
the Atlanta TDM Framework into three major program areas: media campaign, employer and
individual outreach services, and regional supporting programs and services.  Participating
organizations, referred to as Framework partners, include:

1. Buckhead Area TMA (BATMA)

2. Clean Air Campaign

3. Central Atlanta Progress/Downtown TMA (CAP/Downtown)

4. Clifton Corridor TMA (CCTMA)

5. CobbRides TMA (CobbRides)

6. Commute Connections (program of the Atlanta Regional Commission)

7. Commuter Club TMA

8. Hartsfield Area TMA (HATMA)

9. Midtown Transportation Solutions TMA (MTS)

10. Perimeter Transportation Coalition TMA (PTC)

11. State Employee Commuters Assistance Program (SECAP)

Other organizations and service providers who are not formal signatories to the Atlanta TDM
Framework, such as regional vanpool and transit providers, are key to the success of the Atlanta
TDM Framework.

In December 1999 GDOT awarded the Center for Transportation and the Environment (CTE,
formerly Southern Coalition for Advanced Transportation) a contract to conduct a research and
measurement program to provide strategic direction and evaluate the effectiveness of these three
major program areas in reducing traffic congestion and improving air quality.  The goals of the
program were:

(1) To enhance the media campaign program area;

(2) To evaluate the qualitative and quantitative impacts of each of the three program areas
(media campaign, employer and individual outreach services, and regional supporting
programs and services); and

                                                
4 Thirteen (13) county non-attainment area includes Cherokee, Clayton, Cobb, Coweta, DeKalb, Douglas, Fayette,
Forsyth, Fulton, Gwinnett, Henry, Paulding, and Rockdale counties.
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(3) To establish a consistent evaluation protocol and reporting procedure across the program
areas.

The research and measurement program is a phased program.  This report, FY2002 Atlanta TDM
Framework Final Report, presents the findings for the third year of the program (Phase Three,
FY2002).  Findings from the first and second year of the program (Phase One, FY2000 and Phase
Two, FY2001) can be found in previous reports submitted to GDOT.

Phase One

During Phase One of the research and measurement program the measurement team provided
strategic direction and a preliminary effectiveness evaluation to the media campaign; inventoried
evaluation tools available to assess the impacts of the Atlanta TDM Framework program; and
conducted a preliminary evaluation on reductions in vehicle miles traveled for federal fiscal year
2000 (FY2000).

Phase Two

Phase Two of the research and measurement program involved more focused strategic direction to
the media campaign and employer and individual outreach programs, as well as an enhanced
evaluation of the Atlanta TDM Framework and supporting programs for federal fiscal year 2001
(FY2001).  An advisory panel of national experts joined the measurement team to help develop a
more inclusive and more rigorous evaluation methodology.  Phase Two also included a national
review of cost-effective TDM strategies and a review of funding investments for seven TDM and
clean air programs across the country.

The measurement team developed two separate evaluation methodologies as part of the enhanced
evaluation of the Atlanta TDM Framework during Phase Two—a bottom-up approach and a top-
down approach.  The “bottom-up” approach refers to assembling alternative mode related
participation data from the Atlanta TDM Framework and then adding up their travel and emission
reductions.  Awareness, attitudes, and participation performance measures also are included in the
bottom-up approach.  To the extent possible, the measurement team incorporated the bottom-up
methodology into the FY2001 evaluation. The FY2001 evaluation provided a more inclusive
evaluation than FY2000, but was still conservative as it included only those programs and services
the measurement team could validate with established data sources.

The “top-down” approach is the methodology developed to evaluate the Atlanta 13-county
nonattainment areas fulfillment of the 2004 vehicle miles traveled (VMT) and emission reduction
goals established in the State Implementation Plan (SIP) for Voluntary Mobile Source Emission
Reduction Programs (VMEP). VMEPs are programs that encourage commuters and other travelers to
voluntarily use alternative modes of transportation for their travel.  The Air Quality Branch of the
Georgia Department of Natural Resources, Environmental Protection Division (EPD) estimated that
1.5% of the emission reductions needed in the SIP for the Atlanta region for 2004, the attainment
year, would come from voluntary programs5.  This represented a reduction of 4.28 tons per day (tpd)
of NOx and 6.51 tpd of VOC, to be achieved by reducing 4.4 million miles of travel.

A primary work product of Phase Two was the Atlanta TDM Framework Evaluation Plan.  The
evaluation plan combined the primary work elements of Phase One and Phase Two into a single,
structured evaluation program.

                                                
5 USEPA allows up to three percent of the necessary emission reduction amount to be achieved through Voluntary
Mobile Source Emission Reduction Programs (VMEP).
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Phase Three

Implementation and refinement of the Atlanta TDM Framework Evaluation Plan was the primary
motivation for work completed in the third year of the research and measurement program (Phase
Three, FY2002).  The evaluation plan included implementation of seven data collection activities to
determine overall participation and the travel and emission reductions for the Atlanta TDM
Framework (“bottom-up” approach).  The findings from these data collection activities are
presented in this report.

The measurement team developed an additional data collection activity, the regional switcher survey,
early in Phase Three to assess fulfillment of the 2004 SIP target for VMEPs.  The survey, conducted
two years before the actual SIP attainment year, provides an early indication of the region’s likely
ability to meet the SIP target for VMEPs in 2004.  It also serves as a test to determine if a regional
survey of this nature can be used to assess VMT and emission reductions from VMEPs.

The switcher survey showed that nearly 270,000 commuters were placed in alternative commute
modes over the past five years.  The total daily travel reductions from these commuters equal
207,400 vehicle trips and 4.1 million vehicle miles.  The daily emission reductions equal 4.97 tpd of
NOx and 5.75 tpd of VOC.

Organization of Report

This report is organized into six chapters, including this research and measurement program
overview, which is Chapter 1.  Chapter 2 includes a profile of the Atlanta TDM Framework and
other contributing activities.  The background of the Atlanta TDM Framework evaluation process is
presented in Chapter 3. Chapter 4 presents the results of the FY2002 evaluation.  Chapter 5 includes
a summary of the motivating factors and barriers that prevent commuter and business leader use and
adoption of commute alternatives and commute assistance programs.   Overall conclusions and
recommendations are presented in the last chapter, Chapter 6.
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CHAPTER 2 ATLANTA TDM FRAMEWORK PROFILE

INTRODUCTION

The three primary program areas contributing to the Atlanta TDM Framework include the media
campaign, employer and individual outreach services, and supporting regional programs and services.
These program areas support the following commuting alternatives: carpooling, vanpooling, transit,
biking, walking, teleworking, and compressed work week schedules.

The media campaign represents the large-scale marketing arm of the Atlanta TDM Framework.  It
provides mass outreach and promotion of Atlanta TDM Framework programs and services.
Employer outreach services represent the employer sales team for the regional programs and services
and the direct contact with individuals and employers.  Employer outreach services draw upon
supporting regional programs and services for support (e.g., regional ridematching). The
organizations associated with these program areas are called Framework partners.

MEDIA CAMPAIGN

Since January 2000, The Clean Air Campaign has been the lead agency for coordinating mass media
and public relations for the Atlanta TDM Framework.  The Clean Air Campaign uses a number of
strategies to administer the media and public relations campaign, including paid radio and print
advertising, a website, media placements, speaking engagements and other community outreach, and
a specially designed children’s education program.  These activities and resources provide a
clearinghouse of information for the region and help create awareness of the region’s traffic
congestion and air quality problems, as well as solutions to those problems.

FY2002 Media Campaign Activities

During FY2002, The Clean Air Campaign media campaign focused on the following three messages:

Regional Employers (Commute Option Program)
• Call 1-877-CLEANAIR to learn more about commute option programs
• Visit www.cleanaircampaign.com to learn more about commute option programs

Commuters (Teleworking)
• Talk to your boss about teleworking
• Visit www.cleanaircampaign.com to download tools on how to talk to your boss about

teleworking
• Call 1-877-CLEANAIR to obtain tools on how to talk to your boss about teleworking

Commuters (Carpooling)
• Start carpooling
• Call 1-87-RIDEFIND to find a carpool partner who lives and works near you and who shares a

similar work schedule
• Visit www.cleanaircampaign.com to sign up on-line for ridematching

Although the target audience was different for each message, the overall audience included regional
employers with more than 100 employees and general commuters throughout the metro Atlanta
nonattainment area.

Public Relation Activities -The Clean Air Campaign FY2002 public relations activities involved
media placements, speaking engagements, community event presentations, press briefings, and an
educational program for children.
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As shown in Table 1, The Clean Air Campaign was responsible for 215 media placements (e.g.,
newspaper articles, television or radio news stories) during FY2002, resulting in approximately 33.4
million impressions. The most frequent messages for the media placements, in order of frequency,
were contacting The Clean Air Campaign, air quality/smog alerts notification, calling 1-87-
RIDEFIND for carpool information, employer programs information, vanpooling information, and
teleworking information. About 63% (136) of the media placements occurred during the 2002 smog
season (May – September).  The media placements also mentioned a total of 29 employer case
studies or examples.

TABLE 1: CLEAN AIR CAMPAIGN MEDIA PLACEMENT FY2002

Media Placements
Month

TV Print Radio Web Total
Impressions1

October 1 6 5 2 14 2,657,886
November 0 5 0 0 5 125,408
December 0 8 3 1 12 1,259,536
January 2 5 4 0 11 1,524,036
February 1 7 0 2 10 1,201,348
March 0 10 1 4 15 1,983,578
April 0 6 1 5 12 2,223,403
May 0 15 7 3 25 7,369,076
June 3 19 6 6 34 5,110,770
July 3 31 5 8 47 6,241,418
August 1 9 1 3 14 1,783,832
September 0 13 0 3 16 1,950,815

Total 11 134 33 37 215 33,431,106

Source: FY2002 Atlanta TDM Framework Performance Measure Final Report
1Impressions represent the approximate number of times individuals in the community are exposed to a particular
medium.  Estimates of publication readers or television viewers or listeners translate to exposure numbers.

The Clean Air Campaign public relations activities also include press briefings and appearances by
The Clean Air Campaign’s BAIR (Better AIR Bear).  In FY2002, The Clean Air Campaign conducted
17 press briefings.  BAIR made 58 school appearances (reaching an audience of 9,398 people) and 21
community appearances (reaching an audience of 35,557) during FY2002.

Mass Advertising – Figure 1 shows The Clean Air Campaign paid television, radio, and cable
advertising schedule over the course of FY2002. The total budget for paid media was approximately
$1.8 million.  The Clean Air Campaign spent the majority of their paid advertising budget on radio
advertising ($1.4 million), encouraging commuters to start carpooling and calling 1-87-RIDEFIND or
visiting www.cleanaircampaign.com to learn more about ridematching.  The heaviest period of
carpool radio advertising took place in the March - May time period, with a smaller wave in June,
August, and September.  The second most prevalent call to action supported by the radio medium
encouraged individual commuters to call 1-877-CLEANAIR or visit www.cleanaircampaign.com to
learn more about commute option programs.
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FIGURE 1: CLEAN AIR CAMPAIGN MEDIA CAMPAIGN ADVERTISING SCHEDULE

Source: FY2002 Atlanta TDM Framework Partner Performance Measure Final Report
Note: Advertising weight is measured in terms of gross rating points (GRPs). GRPs are a function of the audience reach within
the community multiplied by the frequency of the message delivered. Reach measures the number of different people who are exposed to a message.
Frequency measures the number of times these people are exposed to a message.
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EMPLOYER AND INDIVIDUAL OUTREACH SERVICES

Local area Transportation Management Associations (TMAs) and The Clean Air Campaign Public
and Private Sector Employer Outreach Programs (CAC Public and CAC Private) serve the Atlanta
TDM Framework by providing employer and individual outreach services to defined geographic
territories across the region.

The services offered by these organizations differ not only by territory, but also by employment
base, infrastructure availability (transit access), age and maturity of program, goals for the
organization, and member or community participation.  Staffing levels and annual budgets also vary
by service area.

Currently, eight TMAs provide employer and individual outreach to the region’s densely populated
employment centers.  CAC Private provides employer and individual outreach throughout the metro-
Atlanta region in areas outside the eight defined TMA territories. CAC Private also assists outreach
service providers in the TMA services areas with program enhancements on an as needed basis and in
coordination with the respective TMA.

CAC Public provides employer and individual outreach to the public sector at the federal, state, and
local level. The State Employee Commuters Assistance Program (SECAP) provides subsidies for
transit and vanpool fares, along with incentives for carpooling, to state employees.  The Georgia
Environmental Protection Division (EPD) oversees the SECAP program, and the Georgia Building
Authority (GBA) administers it.

A wide variety of programs are offered by these organizations, including ridesharing and transit
subsidies, ridematching for carpools and vanpools, vanpool formation assistance and subsidies,
guaranteed ride home, effective bicycling instruction and discounts, smog alert notifications,
transportation management plan development, community and local shuttles, and teleworking and
alternative work schedule training and assistance.

Many of these organizations also focus on broader community efforts that serve regional or local
planning goals for their service areas. Several are involved in neighborhood or corridor planning,
street and traffic signalization, and livable center initiatives.  These activities complement regional
planning initiatives and contribute to transportation system efficiency.

FY2002 Employer and Individual Outreach Activities

TMAs, CAC Public, and CAC Private are involved in many activities to inform individual
commuters, employers, and property managers of TDM programs and services available to them and
to encourage interest in these programs.  Table 2 presents the results of key performance measures
these Framework partners tracked at the request of the measurement team to document direct
employer and individual outreach activity.

As shown in Table 2, Framework partners held a total of 1,561employer or property manager
meetings to encourage participation in commute assistance programs during FY2002 (an average of
130 per month). Framework partners held 968 commuter fairs or promotional events during
FY2002, an average of 81 per month. Commuter fairs or promotional events are typically held to
offer opportunities for people to learn more about commute alternatives and commute assistance
programs.
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TABLE 2: FY2002 EMPLOYER AND INDIVIDUAL OUTREACH ACTIVITY

Outreach Performance Measures1 Total Outreach

Employer or Property Manager Meetings 1,561

Commuter Fairs or Promotional Events 968

Number of Contacts to Clients2 18,467

Number of Contacts to Generate New Clients2 3,671

Source: FY2002 Atlanta TDM Framework Performance Measure Final Report
1Outreach performance measures are not inclusive of all activities employer or individual outreach
service providers undertake to increase awareness or encourage alternative mode use.
2Represents data reported by CAC Public, CAC Private, CAP/Downtown TMA, and CobbRides for
the entire fiscal year and one month of data reported by HATMA.

Four Framework partners––CAC Public, CAC Private, CAP/Downtown TMA, and
CobbRides––tracked contacts to existing or potential new clients.  The contacts may include
informational pieces, typically distributed via email or by letter or telephone, to encourage
participation in commute alternatives and commute assistance programs.  HATMA reported data for
this measure one month during FY2002.  In total, these Framework partners made 18,467 outbound
contacts to existing clients (an average of 1,539 each month) and 3,671 outbound contacts to
generate new clients during FY2002 (an average of 306 each month).

Many Framework partners also use newspapers and trade publications to promote awareness of
commute alternatives and commute assistance programs. BATMA, Commuter Club, CobbRides, and
HATMA reported a total of 28 trade publication placements and 53 newspaper placements during
FY2002.

SUPPORTING REGIONAL PROGRAMS AND SERVICES

The regional rideshare database and guaranteed ride home (GRH) program, regional financial
incentive programs, and regional vanpool and transit providers supply many of the programs that
Framework partners draw upon for support.

Regional Rideshare Database and Guaranteed Ride Home Program

Commute Connections, a program of the Atlanta Regional Commission, provides regional employer
and individual outreach support to the Atlanta TDM Framework through its regional rideshare and
GRH programs.  The regional rideshare database encourages and assists commuters in forming
ridesharing arrangements by matching them according to where they live and work and providing
them with lists of potential carpool and vanpool partners.  The GRH program provides a free ride
home in emergency situations for commuters who travel to work by a mode other than driving alone.
The Clean Air Campaign and TMAs offer information and assistance to commuters and other
travelers interested in regional ridematching and the GRH program.  Commute Connections also
provides a mapping service to employer outreach programs to assist them in marketing commute
options to employers.

The regional rideshare program also provides a centralized database of commuters interested in trying
alternative modes.  Working with Commute Connections, The Clean Air Campaign and TMAs can
directly market the programs and services supporting the Atlanta TDM Framework to database
registrants.
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Regional Financial Incentive Programs

During FY2002, The Clean Air Campaign administered a regional vanpool incentive program, which
pays 80% of the operating costs for a new, qualified vanpool for the first three months of operation;
then 50% of the costs for another three months. To qualify, employers must commit to pay 20% of
the vanpool operating costs for a full year.  In addition, The Clean Air Campaign launched its first
regional commute assistance program, the Cash for Commuters program, during the first month of
FY2003 (October 2002).  Commuters who commit to trying transit, carpooling, teleworking, cycling
or walking to or from work—a minimum of 15 times over three months—can earn up to $180 over
a 90-day period, or three dollars for each day the commuter used an alternative. More than 2,550
Atlanta motorists enrolled in the program.  Approximately 1,800 completed the program, with The
Clean Air Campaign paying out more than $255,800 in incentives.  A survey conducted in July 2003
found that the regional incentive program was effective in encouraging commuters to begin and
continue using commute alternatives.  Approximately 70% of the registrants continued to use their
primary commute alternative three to six months after their program enrollment period ended.

The Clean Air Campaign launched its second Cash for Commuters program during smog season of
FY2003.  The program runs through December 2003.  The Clean Air Campaign also launched an
employer based regional incentive program, the Clean Air Challenge. The Clean Air Challenge is a
three-month competition open to metro Atlanta employers and property managers. The employer
or property manager that demonstrates the highest percentage of non-single occupancy vehicle trips
by employees or tenants wins the competition. More than 80 employers took part in the
competition.

The CAP/Downtown TMA, MTS, and BATMA, in conjunction with The Clean Air Campaign,
launched a new regional incentive program in May 2003 aimed at increasing carpool ridership.
Eligible carpools receive $25 to $75 gas cards each month, depending on the size of their carpool.
The program runs through December 2003.  As of June 2003, over 300 individuals were participating
in this program.

 The Metropolitan Atlanta Rapid Transit Authority (MARTA) administers the MARTA Partnership
Program, an employer-based discount transit pass program that began in the early 1990s.  To
support employee transit ridership, this program offers volume discounts to employers who purchase
MARTA fares for employees.  Framework partners assist the MARTA Partnership Program by
generating employer interest in the program and by helping MARTA market the program to
employers in the region.
 
 Early in FY2002 MARTA reduced the level of discount for the MARTA Partnership Program from
an 18%-20% discount to a 6%-8% discount.  The TMAs joined together to coordinate distribution of
transit passes through one TMA in order to get the maximum 8% discount for all participating
TMAs.  Overall, the reduced discount resulted in decreased monthly transit pass sales for at least one
TMA, while all other TMAs experienced an increase in transit pass sales. The increased discount
transit pass sales by many Framework partners, including recently formed TMAs in the Midtown and
Downtown areas, helped to offset decreased sales for the MARTA Partnership Program as a whole.
 
TMAs, The Clean Air Campaign, and SECAP also administer financial incentive programs in their
respective service areas. TMAs and CAC Private offer a wide variety of incentives, including “try it”
days, commuter rewards programs, free gas cards for ridesharing, and full or partial subsidies to
participate in formal vanpool programs.  As mentioned previously, SECAP provides subsidies for
transit and vanpool fares, along with incentives for carpooling, to state employees.

 



FY2002 Atlanta TDM Framework Final Report Page 10

Vanpool and Transit Providers

Vanpool - The primary vanpool operators in the region—Douglas County Rideshare, Georgia
Building Authority Vanpool, and MetroVanPool—provide employer- and individual-sponsored
vanpool services to the Atlanta TDM Framework.

Douglas County Rideshare provides access to vanpools for Douglas County residents and has been in
operation since 1986. Douglas County Ridshare operates 20 vanpools originating at various locations
throughout the Douglas County with the majority of the destinations being in either midtown or
downtown Atlanta. Other vanpools serve the Emory/Decatur area as well as Marietta, the Glenlake
area off Georgia 400, and Stockbridge.

The Georgia Building Authority (GBA) vanpool program began operating in 1980 and offers state
employees access to vanpools.  GBA operates 40 vans, all of which travel to the 13-county
nonattainment area.  The majority of the vanpools provide access to the Capitol Hill area and other
locations in downtown Atlanta. Other vanpools serve state offices in Conyers and Decatur. Twenty-
two vans originate within the nonattainment area, while the remaining vans originate in counties
outside this area.

MetroVanPool is the largest private provider of commuter vanpool transportation services.
MetroVanPool operates approximately 125 vanpools in the Atlanta region. The majority of the
vanpools originate in the nonattainment area and all travel to destinations within this area,
predominately in the downtown Atlanta and Cumberland Galleria areas.

Framework partners assist vanpool operators by submitting prospective vanpool rider applications to
the regional rideshare database, by marketing vanpool programs to their employer partners, and by
coordinating parking for multiple employer vanpools.  In turn, vanpool operators provide internal
ridematching services, emergency ride home services, administrative support, insurance, vehicles, and
vehicle maintenance.   Vanpool operators also provide outreach services independently and in
cooperation with The Clean Air Campaign and TMAs.

Commute Connections assists vanpool operators and vendors by offering ridematching services and
offering GRH to employers and individuals registered in the regional rideshare database and
participating in alternative commute modes.  Framework partners promote GRH as an incentive to
encourage commuters and employers to participate in vanpooling programs.  Commute Connections
also assists in vanpool formation by providing cluster and route analysis for vanpool operators,
vendors, and Framework partners.

Transit – The metro Atlanta region has four primary transit service providers.  MARTA is the
largest transit service provider in the Atlanta region. MARTA operates both heavy-rail and bus
service and serves two counties, DeKalb and Fulton.  This service area includes the City of Atlanta.
There are 38 rail stations in the MARTA system and 375 bus and van routes.  MARTA recently
began operating a one-year pilot program providing express bus service and limited stop bus service
on four routes.  MARTA maintains 28 park and ride lots providing access to the system for transit
patrons.

Cobb Community Transit (CCT) operates express bus routes, local bus routes, and paratransit service
for the residents of Cobb County. CCT offers riders two express routes providing service from the
county into the City of Atlanta. CCT also operates 13 local bus routes.  CCT maintains three park
and ride lots providing access to transit and operates several routes accessing MARTA bus stops and
transit stations.

Clayton County, in coordination with the Georgia Regional Transportation Authority and MARTA,
introduced transit service with the C-Tran bus service in October 2001. C-Tran provides local transit
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service for the residents of Clayton County. C-Tran operates three routes, with two of the routes
originating from Hartsfield Atlanta International Airport.

Gwinnett County initiated express bus service from its outer suburbs to the Atlanta area in November
2001. Gwinnett County Transit (GCT) operates both express bus routes and local bus routes serving
residents of Gwinnett County.  There are six GCT express bus routes operating between the county
and downtown Atlanta, with many of the routes feeding into the MARTA system at various transit
stations. GCT operates five local bus routes. One of the routes provides local service to the Doraville
MARTA station, the northern most station of MARTA’s northeast line. GCT maintains three park
and ride lots to assist patrons with access to the system.

OTHER SERVICES AND ACTIVITIES

Other services and activities exist outside the formal programs of the Atlanta TDM Framework
program that affect TDM growth and alternative commute awareness and use in the metro Atlanta
region.

Construction of High Occupancy Vehicle (HOV) lanes on metro Atlanta’s major interstate systems
continues, with the most recent expansion opening in early November 2001 on Interstate 85, outside
Interstate 285.

Smog alerts provided by Georgia EPD and scientists from the Georgia Institute of Technology and
distributed by The Clean Air Campaign have been a growing service used by radio and television
stations to promote local air quality.  Local print media also have been active in covering
transportation and air quality issues, including the impacts and problems those issues create and the
potential solutions available.  Electronic highway signs managed by GDOT have promoted both smog
alerts and commuting options.

Exogenous factors, such as the price of gas, highway construction, and special events, also may
create an atmosphere that encourages or discourages alternative commute activity.  For example, the
metro Atlanta region experienced relatively mild temperatures over the summer of 2002, resulting in
a lower number of smog alert days.
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CHAPTER 3 BACKGROUND ON ATLANTA TDM FRAMEWORK

EVALUATION PROCESS

INTRODUCTION

 The FY2002 evaluation is the third annual Atlanta TDM Framework evaluation.  In FY2000, the
measurement team reported general performance data and travel and emission reductions for three
alternative modes–carpool, vanpool, and transit.  For that fiscal year, the regional rideshare database,
partner program reports, and employer self-reports were the primary data sources to assess
participation and travel and emission reductions.

The measurement team expanded upon the FY2000 evaluation in FY2001 by developing a more
inclusive and rigorous approach to measure the impacts of programs and services supporting
alternative mode activity throughout the region.  An advisory panel joined the measurement team in
April 2001 and played a critical role in expanding the FY2001 evaluation process.

The FY2001 evaluation expansion included adding two more commute alternatives—telework and
compressed work week schedules—to the Atlanta TDM Framework emission reduction estimate and
incorporating transit and vanpool operator data and self-reported federal employer travel data into
the overall estimate.  In addition, the measurement team developed the performance measure
“continuum”, an expanded approach to evaluate Atlanta TDM Framework performance.  Lastly, to
increase the validity of the travel and emission reductions, the measurement team estimated the
number of commuters “placed” in alternative modes and the number of vehicle trips reduced as a
result.  Due to schedule and budget constraints, the measurement team relied on existing data sources
to estimate the number of commuters placed in alternative modes and the associated number of
vehicle trips reduced in the FY2001 evaluation.

The FY2002 evaluation follows the FY2001 evaluation expansion.  However, instead of using
existing data sources to estimate commuter placements and the number of vehicle trips reduced, the
measurement team conducted new data collection activities to collect this data more accurately and
more inclusively.

FY2002 DATA COLLECTION ACTIVITIES

The data sources used to measure the performance of the programs and services contributing to the
Atlanta TDM Framework during the FY2002 evaluation year are presented below.  The detailed
findings for each survey are presented in Appendix B.

June 2000 – December 2002 Regional Transportation Surveys

Regional transportation surveys assess general trends in awareness, attitudes, and travel patterns of a
representative sample of metro Atlanta residents 18 or older.  Respondents are asked about awareness
and attitudes regarding recent transportation and air quality advertising activities.  Respondents are
also asked about their awareness, interaction, and contact with regional programs and services
available to help with commuting and employer-sponsored commute assistance programs. As shown
in Table 3, the measurement team has conducted seven regional transportation surveys, ranging in
sample sizes of 600 to 1,500, over the course of the three-year research and measurement program.
The 95% confidence level for the overall sample for each survey is also listed in Table 3.
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TABLE 3: REGIONAL TRANSPORTATION SURVEYS SCHEDULE

Survey Month/Year Sample Size
95% Confidence

Level

March 2000 758 +/-3.6%
June 2000 603 +/- 4.0%

September 2000 600 +/- 4.0%
November 2000 600 +/- 4.0%

May 2001 1,501 +/- 2.5%
December 2001 1,000 +/-3.1%
December 2002 1,500 +/-2.5%

Many of the questions in the regional travel surveys include smaller sub-samples from the survey,
which result in wider statistical variances at the 95% confidence level.  Appendix C provides the
variation at the 95% confidence level for the survey questions and responses presented in this report.

FY2002 Atlanta TDM Framework Performance Measure Final Report

The measurement team developed a uniform reporting method in FY2001 to standardize the
performance measure data collected for the Atlanta TDM Framework. Framework partners began
reporting performance measure data on a quarterly basis in FY2002.  The FY2002 Atlanta TDM
Framework Performance Measure Final Report summarizes the data reported during FY2002. The
measures assess commuter, employer, and property manager participation in programs and services
that facilitate alternative mode use.

October 2002 Pilot Employer Partner Employee Travel Survey

The employer partner employee travel survey assesses the commute changes and travel behaviors of
commuters with access to varying levels of commute assistance offered by their employer.  The
survey provides an estimate of travel and emission reductions for commuters using commute
alternatives, including commuters who made commute changes during the FY2002 evaluation period.

The survey gathers information on commuters working for employers who partner with
organizations, such as the local TMAs and The Clean Air Campaign, to implement worksite
commute assistance programs. During FY2002, 62 partner employers participated in the survey.  A
total of 11,492 employees completed the survey, an average response rate of 30% across all
participating employers.

Participating employers (referred to as Employer Participants) administered the FY2002 survey
between late September and early November 2002.  Employer Participants distributed either hard
copies of the survey to employees or notified them about the electronic (internet) version of the
survey. The sampling plan involved surveying a representative sample of Employer Participants
within five designated employer outreach service areas.  Representation was based on four sampling
criteria—employer size, employer type, level of urbanization/transit access, and level of commute
assistance services—offered by Employer Participants.

October 2002 Regional Rideshare Placement Survey

The regional rideshare placement survey assesses the commute changes and travel behaviors of
commuters requesting rideshare matching or guaranteed ride home services from Commute
Connections.  The survey provides an estimate of travel and emission reductions for commuters
making commute changes during FY2002 and commuters maintaining commute changes made before
FY2002.
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The survey sample included 1,375 randomly selected rideshare database registrants.  The primary
sample—recent applicants—consisted of 1,000 registrants who entered the database or received
assistance from Commute Connections during the FY2002 evaluation period. The primary purpose
for surveying this population was to determine the percentage of database registrants who received
assistance and either made commute changes or retained use of alternative modes during the FY2002
evaluation period. This sample represents a margin of error +/- 2.9 percentage points in 95 out of
100 cases.

An additional 375 randomly selected database registrants participated in a companion survey.  The
sample for this survey consisted of database registrants who entered the database prior to the FY2002
evaluation period (prior to October 1, 2001).  The registrants had not received assistance from
Commute Connections during the evaluation period. The primary purpose for surveying these
applicants was to estimate rideshare and other alternative mode longevity. This sample represents a
confidence level of +/- 5% in 95 out of 100 cases.

October 2001 - October 2002 Business Leader Survey

Regional business leader surveys gauge the business community’s awareness and attitudes about
commute alternatives and commute assistance programs and the current level of commute assistance
business leaders offer to employees. Approximately 300 business leaders are asked to participate in
the survey.  The measurement team conducted the first business leader survey in October 2001 and
the second survey in October 2002.  The samples for these surveys represent a confidence level of
+/-5.7% in 95 out of 100 cases.

November 2002 Vanpool Rider Survey

The vanpool rider survey provides an estimate of the travel and emission reductions for vanpool
drivers and riders served by Douglas County Rideshare, Georgia Building Authority, and
MetroVanPool.  The survey also examines the role incentives play in a vanpool driver or rider’s
decision to vanpool.  A total of 190 vanpools—representing approximately 1,864 vanpool
riders—received the self-administered survey in mid November 2002. A total of 818 vanpool riders
returned a completed survey, a response rate of about 44%. This sample represents a confidence level
of +/- 2.6% in 95 out of 100 cases.

February 2003 Discount Transit Pass User Survey

The discount transit pass user survey provides an estimate of the travel and emission reductions from
discount transit pass use for MARTA, Cobb Community Transit, and Gwinnett County Transit.  The
survey also examines the role incentives play in a commuter’s decision to use transit.  A stratified
sample of discount monthly transit pass recipients participated in the self-administered survey.  The
survey, distributed with transit passes for the month of February 2003, included a sample of 13,881
discount transit pass recipients from 87 employers. A total 3,440 transit pass recipients returned
completed surveys, a response rate of about 24%.  This sample represents a confidence level of +/-
1.6% in 95 out of 100 cases.

November 2002 Regional Switcher Survey

The regional switcher survey assesses the percentage of commuters in the 13-county Atlanta
nonattainment area who have made a commute changes.  In 2002, the focus of the survey was on
area residents who had made a commute change to an alternative mode within the past 12 years that
reduced their number of weekly commute trips.  The measurement team asked these commuters,
referred to as switchers, more detailed questions about their commute changes in order to estimate
travel and emission reductions and assess attainment of the VMEP target in the SIP.  The
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measurement team analyzed the survey findings for three separate time period: 12-year, 5-year, and
2-year.

The measurement team decided a minimum sample size of 400 switchers would provide a reasonable
level of statistical accuracy to estimate the travel and emission reductions for regional commute
changes. The confidence level for these 400 switchers is +/- 4.9% in 95 out of 100 cases (95%
confidence level). The full switcher survey report is detailed in a separate report.
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CHAPTER 4 FY2002 ATLANTA TDM EVALUATION

INTRODUCTION

Chapter 4 documents Atlanta TDM Framework activities within the context of performance
measure continuum described below:

• Increase Awareness (Chapter 4-A)

• Change Attitudes (Chapter 4-B)

• Participation (Chapter 4-C)

• Utilization (Chapter 4-D)

• Travel and Emission Reductions (Chapter 4-E)

PERFORMANCE MEASURE CONTINUUM

The performance measure “continuum” represents the range of impacts achieved by the Atlanta
TDM Framework.  This continuum includes performance measures that cover a progression of
desired behavioral changes.  At the far end of the continuum are the travel/emission impacts, the
ultimate desired outcome of the Atlanta TDM Framework.  Preceding these impacts (and at the
beginning of the continuum) are other “precursor” behavioral changes commuters might make before
permanently adopting a commute alternative.

The continuum is structured to reflect the relationships of the various programs and services
supporting the Atlanta TDM Framework and how each contributes to the ultimate goal of generating
travel and emission reductions.  A summary of the performance measures and examples of how the
three Atlanta TDM Framework program areas contribute to the continuum is presented below. A
more detailed description of the performance measure continuum is presented in Appendix A.

Summary of Performance Measures

Awareness refers to an individual’s overall knowledge and understanding of the Atlanta TDM
Framework and supporting programs and services.  It also refers to more concentrated awareness of
newly implemented Atlanta TDM Framework programs and services.  Measures include awareness of
media campaign marketing messages, the problems/issues surrounding the need for commute
alternatives, the alternative modes available (solutions), and the commute resources and assistance
services provided by Framework partners.

Following closely to awareness are Attitudes Atlanta residents have about the Atlanta TDM
Framework and supporting programs and services.  Once awareness is up, program and service
managers typically can begin to focus more on regional attitudes about alternative commute
programs and services.  Key measures include how the region perceives the severity of traffic
problems, whether commuters or employers view the use of alternative commute modes as a
solution, and whether they personally view themselves as part of the solution by changing commute
modes now or in the future.  Some attitude changes might appear coincident with an increase in
awareness, but other changes might take months or more to occur.

The third performance measure involves Atlanta residents’ Participation in a desired action.
Awareness and positive attitudes about improving traffic congestion and air quality are key to
participation.  Participation measures include, for example, applying for a ridematch or “asking your
boss about teleworking”.  The actions measured may be tracked by surveys and by call volume to an
information line or traffic on a website that commuters are directed to call or visit to learn more
about commute alternative.  The actions measured in this category also will portray the broad range
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of activities of employer outreach services, including number of transportation fairs, ridematch
applications, vanpools, and the number of employer partners with commute assistance programs.

The final two categories are calculation measures of the ultimate goal—Utilization and Travel and
Emission Reductions.  The measurement team calculates utilization impacts by determining the
population base of a program or service and the number of alternative mode users placed in that
program or service.  The team estimates travel and emission reductions by measuring the vehicle
trips and miles and emissions reduced by the alternative mode “placements” or users.
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CHAPTER 4-A INCREASE AWARENESS

INTRODUCTION

In Chapter 4-A, the measurement team examines increase awareness, the first step in the
performance measure continuum:

•  Increase awareness

•  Change attitudes

•  Encourage program participation/facilitate arrangements

•  Encourage alternative mode utilization/maximize alternative mode use

•  Generate travel and emission reductions

Increase awareness is defined as the process of educating and informing commuters and employers
and property managers about the problems related to driving alone (particularly commuting alone),
solutions to the problems, and resources and services available to assist them in making travel
choices.  While the measures in this category are not directly correlated to travel and emission
reductions, they represent critical precursors to placing a commuter in an alternative mode and
typically are the first steps an organization takes to generate interest in a commute assistance
program.

The FY2002 examination of the Increase Awareness performance measure is separated into two
topic areas and is based on the two data sources listed below. A detailed description of the data sources
is presented in Chapter 3.

Topic Areas:

•  Awareness of the Problems

•  Awareness of Solutions

Data Sources:

•  June 2000 - December 2002 Regional Transportation Survey

•  October 2001 - October 2002 Regional Business Leader Survey

AWARENESS OF THE PROBLEMS (TRAFFIC CONGESTION AND AIR QUALITY)

Seriousness of the Problem

Metro Atlanta residents are aware the region is experiencing problems with traffic congestion and air
quality.  When asked to rate the seriousness of various issues in Atlanta on a one-to-ten scale,
Atlanta residents rank traffic congestion an 8.4 and air quality an 8.5 (where “1” means not at all
important or serious and “10” means very important or serious).

Quality of Life Information Recall

When asked about awareness of quality of life issues they saw, read, or heard information about,
metro Atlanta residents continue to recall traffic congestion (55% recall) and air quality (45% recall)
issues.  As shown in Table 4, there has been a substantial increase in recall of traffic congestion
related information over the span of the seven regional transportation surveys conducted as part of
the research and measurement program. Increases in recall of traffic congestion related information
are statistically significant between June 2000 and December 2002.
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TABLE 4:  QUALITY OF LIFE – METRO ATLANTA RESIDENT INFORMATION RECALL

Information RecallRegional Transportation Survey
Schedule Traffic Congestion Air Quality

June 2000 23% 46%
September 2000 31% 36%
November 2000 36% 37%
May 2001 32% 57%
December 2001 31% 32%
December 2002 55% 45%
Source: June 2000-December 2002 Regional Transportation Surveys
QUESTION:  What was the issue you saw, read, or heard information about?
(Modified in December 2002, from “advertising” recall to “information” recall.)

AWARENESS OF SOLUTIONS

Commute Alternative and Commute Assistance Program Information Recall

As shown in Figure 2, the percentage of metro Atlanta residents who recall seeing, reading, or hearing
information about specific commute alternatives and commute assistance programs declined at a
statistically significant rate from December 2001 to December 2002.  Nonetheless, metro Atlanta
resident recall for these commute alternatives and commute assistance programs remains strong.

FIGURE 2: METRO ATLANTA RESIDENT COMMUTE INFORMATION RECALL
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Source: May 2001-December 2002 Regional Transportation Surveys
QUESTION:  Please tell me if you recall seeing, hearing, or reading information in the past six months about….
(Modified in December 2002, from “advertising” recall to “information” recall.)
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Commute Alternative and Commute Assistance Program Information Sponsor Recall

The majority of metro Atlanta residents who recalled seeing, reading, or hearing information about
commute alternatives and commute assistance programs could not recall the information sponsor
(i.e., don’t know/refused to answer question).  The Clean Air Campaign and the Department of
Transportation were the most prevalent responses for those who could recall the information
sponsor, ranging from 4%-6% for The Clean Air Campaign as the sponsor and 6%-8% for the
Department of Transportation as the sponsor. Survey respondents did not recall 1-87-RIDEFIND as
an information sponsor, the regional ridesharing and matching service in the metro Atlanta region.

Metro Atlanta Resident Awareness of Regional Commute Assistance Services

The regional transportation survey also polled residents to find out if they had heard about specific
regional services available to help them with their commute.  As shown in Figure 3, awareness
dropped slightly from December 2001 to December 2002 for most services, but overall awareness
remains high. The drops in awareness are statistically significant for all services, excluding Free Rides
Home.  The increase in awareness of transit subsidy services was statistically significant as well.

FIGURE 3: METRO ATLANTA RESIDENT AWARENESS OF REGIONAL COMMUTE ASSISTANCE SERVICES

Source: December 2001-December 2002 Regional Transportation Surveys
QUESTION: I’m going to read you a list of programs and services available here in the Atlanta area to help
commuters.  As I read each one, please tell me if you have heard of the service or not….?

Business Leader Awareness of Regional Commute Assistance Programs

Business leaders’ awareness increased or remained steady for many regional commute assistance
programs from December 2001 to December 2002.  As shown in Figure 4, awareness of The Clean
Air Campaign remains steady among local businesses: nearly nine out of ten employers (89%) claim
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to have heard of The Clean Air Campaign.  Awareness of 1-87-RIDEFIND increased at a statistically
significant rate, rising from 67% in 2001 to 78% today.  Other statistically significant increases in
regional program awareness included the MARTA Partnership (+21%), Georgia Building Authority
Vanpool (+16%), and Commuter Choice (+16%).  Business leaders who are aware of regional
programs are also more likely to offer commute assistance to employees.

FIGURE 4: BUSINESS LEADER AWARENESS OF REGIONAL COMMUTE ASSISTANCE PROGRAMS

Source: October 2001-October 2002 Regional Business Leader Surveys
QUESTION: Have you heard of…?
*Note: 2001 results were filtered to only include government agencies to be comparable to 2002.

11%

25%

44%

20%

44%

39%

78%

89%

28%

14%

9%

7%

23%

89%

67%

26%

Regional Guaranteed Ride Home

"Commuter Choice" Federal Tax

Benefits

*Georgia Building Authority Vanpool

Douglas Couty Rideshare

MARTA Partnership Program

Metro Vanpool

1-87-RIDEFIND

CAC

Oct 2001 Oct 2002



FY2002 Atlanta TDM Framework Final Report Page 22

Business Leader Awareness of TMA Organizations

As shown in Figure 5, business leaders’ awareness of the TMA servicing their area increased over the
past year for almost every TMA. Overall, business leaders’ awareness of TMAs increased from 20%
in 2001 to 32% in 2002. Business leaders who are aware of their local TMA are also more likely to
offer commute assistance to employees. Survey interviews asked business leaders about the TMA
servicing their area only, which resulted in small sample sizes for many of the TMAs and wider
statistical variance in the accuracy of survey findings.

FIGURE 5: BUSINESS LEADER AWARENESS OF TMA ORGANIZATIONS

Source: October 2001-October 2002 Regional Business Leader Surveys
QUESTION:  Have you heard of…?
*Notes: Commuter Club changed its name from Cumberland Transportation Network to Commuter Club in Spring
2002.  Respondents were asked about both.
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Metro Atlanta Resident Awareness of The Clean Air Campaign

Metro Atlanta residents experienced statistically significant increases in awareness of The Clean Air
Campaign during the past year.  As a result, awareness levels are comparable to the May 2001 survey
awareness levels (49%).  Awareness of The Clean Air Campaign increased from 41% in December
2001 to 50% in December 2002.

In addition, nearly 50% (375 people) of metro Atlanta residents indicating awareness of The Clean
Air Campaign in December 2002 associated some form of alternative transportation activity with
the organization.  In December 2001, 45% of people who were aware of The Clean Air Campaign
(41%) associated the organization with some form of alternative transportation activity. As shown
in Figure 6, residents continue to describe carpooling encouragement as the largest function
associated with The Clean Air Campaign (21% in 2001 and 2002).

FIGURE 6:  AWARENESS OF CLEAN AIR CAMPAIGN ACTIVITIES

Source: December 2001- December 2002 Regional Transportation Surveys
QUESTION:  Specifically, what services does The Clean Air Campaign provide?  What other services does The
Clean Air Campaign provide?
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the information they saw, read, or heard.  However, The Clean Air Campaign and the Department of
Transportation were the most prevalent responses for those who could recall the information.

Metro Atlanta residents also showed continued awareness, near 50% or more, for several regional
services available to help commuters, including the 1-877-CLEANAIR and 1-87-RIDEFIND
information lines.  Residents who work in more urbanized areas of the region show the greatest
awareness of regional services.

More metro Atlanta residents are also aware of The Clean Air Campaign organization. Nearly half
associate The Clean Air Campaign with some form of alternative transportation activity, a slight
increase from the previous year.  Residents continue to describe carpool encouragement and carpool
matching services as primary functions of The Clean Air Campaign.

Overall, business leaders awareness of regional programs increased significantly over the past year.
Awareness of The Clean Air Campaign remains steady among local businesses and awareness of 1-87-
RIDEFIND has improved significantly.  Business leader awareness of TMAs has also increased over
the past year.

Further analysis of the regional business leader survey findings reveals the importance of awareness of
regional programs and employer and individual outreach services in an employer’s decision to offer
commute assistance to employees. Employers aware of regional programs and TMAs are more likely
to say they offer commute assistance to employees than employees who are not aware of these
programs and services.
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CHAPTER 4-B CHANGE ATTITUDES

INTRODUCTION

In this chapter, the measurement team examines change attitudes, the second step in the
performance measure continuum:

•  Increase awareness

•  Change attitudes

•  Encourage program participation/facilitate arrangements

•  Encourage alternative mode utilization/maximize alternative mode use

•  Generate travel and emission reductions

Change attitudes is defined as the process of encouraging a sense of personal responsibility toward
solving problems, promoting more positive attitudes about alternative modes, and creating a desire
among regional commuters and employers or property managers to consider/try alternative commute
options.  While the measures are not directly correlated with travel and emissions impacts, they are
critical precursors to placing a commuter in an alternative mode.

The FY2002 examination of the Change Attitude performance measure is separated into four topic
areas and is based on the two data sources listed below. A detailed description of the data sources is
presented in Chapter 3.

Topic Areas:

•  Traffic Congestion and Air Quality Issue Importance/Severity

•  Positive Attitudes about Commute Assistance Programs

•  Likelihood of Employee Use

Data Sources:

•  June 2000 - December 2002 Regional Transportation Survey

•  October 2001 - 2002 Regional Business Leader Survey

TRAFFIC CONGESTION AND AIR QUALITY ISSUE IMPORTANCE/SEVERITY

As mentioned in Chapter 4-A, metro Atlanta residents rank traffic congestion an 8.4 and air quality
an 8.5 when asked to rate the seriousness of various issues in Atlanta on a one-to-ten scale (where
“1” means “not at all important” or serious and “10” means “very important or serious”).  Ninety-
two percent of business leaders cite traffic and congestion as having the greatest impact on their
business operations, while 3% cite air quality as having the greatest impact.

When asked to rate how well the Atlanta metropolitan region has performed addressing traffic and
congestion in the region, more than half (57%) of Atlanta business leaders give only a one, two, or
three rating on a 10-point scale (where “1” means “terrible, couldn’t be worse” and “10” means
“terrific, couldn’t be better”). Interestingly, when business leaders were asked who is primarily
responsible for addressing traffic and congestion, nearly half (46%) believe it is the local government
while two-in-ten (19%) believe it is the responsibility of the Georgia Department of Transportation.
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POSITIVE ATTITUDES ABOUT COMMUTE ASSISTANCE PROGRAMS

About half (50%) of metro Atlanta residents who said their employer offered employer-sponsored
commute assistance programs gave these programs a ranking of extremely valuable or very valuable,
a statistically significant decrease from the previous year.  Sixty-one percent of employed residents
ranked employer-sponsored programs extremely valuable or very valuable in December 2001. More
importantly, employed residents who have tried a commute assistance program offered by their
employer rank these programs higher in value than those who have not tried them.

Similarly, residents who have been in contact with The Clean Air Campaign were asked to rank the
value of the organization.  The majority (80%) gave the organization an extremely valuable or
somewhat valuable ranking, representing a statistically significant increase from the previous year
(67% in December 2001). As a result, the perceived value of The Clean Air Campaign is comparable
to the May 2001 survey findings (82%).

LIKELIHOOD OF EMPLOYEE USE (BUSINESS LEADER PERSPECTIVE)

Survey interviewers also asked business leaders about the likelihood of employees using specific
commute assistance programs if the employer were to offer them.  As shown in Figure 7, employers
believe their employees would be most receptive to compressed work week schedules (74%), flexible
start and stop times (70%), and free rides home in case of an emergency (63%).

FIGURE 7: LIKELIHOOD OF EMPLOYEE USE OF COMMUTE ASSISTANCE PROGRAMS

Source: October 2002 Regional Business Leader Survey
QUESTION: If you were to offer…,how likely do you think your employees would be to take advantage of this
service?
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ATTITUDES SUMMARY

Atlanta residents consider traffic congestion and air quality serious quality of life issues.  Atlanta
business leaders believe traffic and congestion have a greater impact on business operation than air
quality.  When asked to rate how well the Atlanta metropolitan region has performed addressing
traffic and congestion in the region, more than half of Atlanta business leaders give only a one, two,
or three rating on a 10-point scale.

About half of the metro Atlanta residents who said their employer offered employer-sponsored
commute assistance programs gave employer-sponsored programs a ranking of extremely valuable or
very valuable.  Residents who have tried a commute assistance program offered by their employer
rank these programs higher in value than those who have not tried them.

The majority of metro Atlanta residents who have been in contact with The Clean Air Campaign
organization gave it an extremely valuable or somewhat valuable ranking, marking a substantial
increase from December 2001.

When asked about the likelihood of employees using specific commute assistance programs, business
leaders believe their employees would be most receptive to compressed work week schedules, flexible
start and stop times, and free rides home in case of an emergency for employees.
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CHAPTER 4-C PARTICIPATION

INTRODUCTION

In Chapter 4-C, the measurement team examines encourage program participation/facilitate
arrangements (participation), the third step in the performance measure continuum:

•  Increase awareness

•  Change attitudes

•  Encourage program participation/facilitate arrangements

•  Encourage alternative mode utilization/maximize alternative mode use

•  Generate travel and emission reductions

Participation is defined as the process of encouraging commuters and employers or property
managers to participate in programs and services that facilitate alternative mode use.  The programs
and services supporting the Atlanta TDM Framework host a variety of activities that encourage and
facilitate alternative mode use.

The FY2002 examination of the Participation performance measure is separated into 4 topic areas
and is based on the four data sources listed below. A detailed description of each data source is
presented in Chapter 3.

Topic Areas:

•  Contact with Framework Partner Services

•  Participation in Regional Programs and Services

•  Commute Assistance Services Provided by Employers and Property Managers

Data Sources:

•  June 2000 - December 2002 Regional Transportation Survey

•  October 2001 - October 2002 Regional Business Leader Survey

•  October 2002 Employer Partner Employee Travel Survey

•  FY2002 Atlanta TDM Framework Performance Measure Final Report

CONTACT WITH FRAMEWORK PARTNER SERVICES

The Atlanta TDM Framework encourages commuters, employers, and property managers to contact
Framework partners to learn more about the resources and service outlets available to assist them
with commuting.  Contact is a useful measure because it is an early indicator of how successful the
Atlanta TDM Framework might be in encouraging participation in alternative modes.  Framework
partners tracked contact through information phone lines, employer and commuter requests,
websites, and surveys.
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Information Phone Lines

The Atlanta TDM Framework promoted two region-wide information phone lines for commuters,
employers, and property managers to call during FY2002:

• 1-877-CLEANAIR is the general information phone line for commuters and employers to call
to learn more about the resources and services available throughout the region to help place
commuters in alternative modes.

•  1-87-RIDEFIND is the information phone line commuters are encouraged to call to receive
ridematching and GRH services.

The Clean Air Campaign, through radio advertising and public relation activities, directed employers
to call 1-877-CLEANAIR to learn more about commute options programs and teleworking and
commuters to call 1-87-RIDEFIND to learn more about forming a carpool.

1-877-CLEANAIR - Information specialists answering the 1-877-CLEANAIR information phone
line recorded approximately 193 calls during FY2002, an increase from the 111 calls recorded in
FY2001. As shown in Table 5, 57 (30%) of the callers said they learned about the phone line via the
radio, while 24 (12%) said they learned of the phone line via the newspaper.  Another 15 (8%) said
they were calling in response to an advertisement they saw on television.

TABLE 5: HOW CALLER HEARD ABOUT 1-877-CLEANAIR

How Caller Heard About 1-877-CLEANAIR Total Calls

Radio 57

Newspaper 24

Television 15

Friend 9

Internet 5

News Broadcast 1

Out-of-Home Ad (bus, grocery store, gas station, billboard, etc.) 1

Other 81

Total 193

Source: FY2002 Atlanta TDM Framework Performance Measure Final Report

Table 6 shows the distribution of the 193 calls by the information requested.  The most frequent
reason a caller gave for calling the information line was to obtain information on carpooling or
vanpooling (63 calls or 33%).  The second most prevalent reason cited by callers was to obtain
information on flexible schedules, teleworking, or alternative work arrangements (52 people or
27%).
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TABLE 6: 1-877-CLEANAIR INFORMATION REQUESTS

1-877-CLEANAIR Information Requests Total Calls

Air Quality 11

Carpool/Vanpool 63

Internal Employer Programs 1

Rideshare database 3

Transit 2

Flextime/Telework/Alternative Work Schedule 52

GRH 6

Speaker’s Bureau 4

Other 51

Total 193

Source: FY2002 Atlanta TDM Framework Performance Measure Final Report

While FY2003 is not the focus of this report, 1-877-CLEANAIR experienced dramatic increases in
call volume during the first three months of FY2003 (October—December), just after launching a
new regional incentive program for commuters (Cash for Commuters).  During this time period, 1-
877-CLEANAIR received slightly more than 1,700 calls.
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1-87-RIDEFIND - As shown in Table 7, technical operations specialists at Commute Connections
recorded approximately 2,880 calls to 1-87-RIDEFIND during FY2002. Calls to 1-87-RIDEFIND
represent a slight increase (3%) in call volume from FY2001 (2,801).

TABLE 7: 1-87-RIDEFIND CALLS FY2002

Month Total Calls

October 502

November 189

December 248

January 265

February 186

March 130

April 294

May 261

June 244

July 116

August 220

September 225

Total 2,880

Source: FY2002 Atlanta TDM Framework Performance Measure Final Report

As shown in Table 8, Commute Connections made an effort to track how each caller heard about 1-
87-RIDEFIND. Of the 2,880 calls coming into the information line in FY2002, 396 of the callers
reported this information.  Forty-six percent (183) of the 396 callers said they heard about the
information line via the radio. Commute Connections did not track the information requested by the
callers.

TABLE 8: HOW CALLER HEARD ABOUT 1-87-RIDEFIND

How Caller Heard About 1-87-RIDEFIND Total Calls

Radio 183

Highway sign 60

Television 56

From a friend 42

From a billboard 28

Newspaper 3

Other sources 24

Total 396

Source: FY2002 Atlanta TDM Framework Performance Measure Final Report
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Employer and Commuter Requests - The measurement team also asked Framework partners to
track information requests as a measure of individual commuter and employer and property manager
contact.  The requests are a measure of the number of direct commuter or employer or property
manager requests/inquiries received through phone, fax, email, website, or any other method for
commute information or assistance.

Three Framework partners—CAC Public, CAP/Downtown TMA, and MTS—tracked incoming
requests during FY2002. As shown in Table 9, they reported answering a total of 1,109 commuter
requests, an average of 92 per month, and a total of 1,387 employer or property manager requests,
an average of 116 per month.

TABLE 9: COMMUTER AND EMPLOYER OR PROPERTY MANAGER INFORMATION REQUESTS

Information Requests1 Total

Commuter Information Requests 1,109

Employer or Property Manager Information Requests 1,387

Source: FY2002 Atlanta TDM Framework Performance Measure Final Report
1Data represents commuter information requests reported by CAP/Downtown TMA and MTS and
employer or property manager information requests reported by CAC Public, CAP/Downtown TMA,
and MTS.

Website Activity

Many Framework partners use program websites as a way for commuters and employers to learn
more about commute alternatives and alternative commute programs available in their service areas.
The Clean Air Campaign led a focused paid media and public relations effort encouraging commuters
to visit www.cleanaircampaign.com to learn more about employer commute option programs and
carpooling throughout FY2002.

Table 10 shows FY2002 website activity for the TMAs that reported website data during the year and
for The Clean Air Campaign. The measurement team asked Framework partners to collect website
data on three key statistics: unique visitors, sessions, and page views.  While all TMAs have
information available on a website, some do not track activity or are unable to provide the requested
measures.

The Clean Air Campaign nearly doubled (47%) the number of unique visitors from FY2001 to
FY2002.  The number of www.cleanaircampaign.com sessions also increased, about 20% from
FY2001.

TABLE 10: FY2002 WEBSITE ACTIVITY

Website Statistics TMAs www.cleanaircampaign.com

Unique Visitors1 24,536 43,022

Sessions2 98,257 87,467

Page Views3 140,402 152,434

Source: FY2002 Atlanta TDM Framework Performance Measure Final Report
1Data reported by BATMA and CobbRides for all of FY2002 and for HATMA a total of 6 months.
2Data reported by BATMA, CobbRides, and PTC for all of FY2002.
3Data reported by BATMA, CobbRides, PTC, and MTS for all of FY2002 and for HATMA a total of 6 months.
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The measurement team also asked The Clean Air Campaign to track the most requested website
pages on www.cleanaircampaign.com. Figure 8 shows the top five most requested pages over the
course of the fiscal year in descending order: Commute Solutions (3,661), Employer Programs
(2,623), Resources (2,248), Sign Up On Line (1,276), and Air Quality Index (550).

 FIGURE 8: FY2002 TOP 5 MOST REQUESTED WWW.CLEANAIRCAMPAING.COM PAGE VIEWS

Source: FY2002 Atlanta TDM Framework Performance Measure Final Report
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Overall Metro Atlanta Resident and Business Leader Contact

Metro Atlanta Residents - The regional transportation survey polled metro Atlanta residents who
were aware of several regional services available in the Atlanta area to find out if they had been in
contact with the services.  As shown in Figure 9, metro Atlanta residents have had greater contact
with transit related services.  The changes from December 2001 to December 2002 for “public
transit schedule or route information” and “free rides home” services are statistically significant.

FIGURE 9:  METRO ATLANTA RESIDENT CONTACT WITH REGIONAL SERVICES

Source: December 2001- December 2002 Regional Transportation Surveys
QUESTION:  I’m going to read you a list of programs and services available here in the Atlanta area to help
commuters.  As I read each one, please tell me if you have heard of the service or not and if so, if you have
contacted or been contacted by anyone regarding this service?

Regional transportation survey interviewers also asked metro Atlanta residents who had heard of The
Clean Air Campaign organization if they had been in contact with the organization.  Six percent of
metro Atlanta residents who had heard of The Clean Air Campaign had been in contact with the
organization (45 respondents).  Residents who work in more urbanized areas of the region are more
likely to interact with The Clean Air Campaign than respondents working in less urbanized areas.
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Business Leaders - The business leader survey polled business leaders who are aware of the local
TMA servicing their area to find out if they had been in contact with the TMA. As shown in Figure
10, business leader contact with a TMA organization increased from December 2001 to December
2002 for almost every TMA.  In 2002, 46% of employers surveyed said they had contacted or been
contacted by a TMA, compared to only 27% in 2001. Survey interviews asked business leaders about
the TMA servicing their area only, which resulted in small sample sizes for many of the TMAs and
wider statistical variance in the accuracy of the survey findings.

FIGURE 10: BUSINESS LEADER CONTACT WITH TMA ORGANIZATIONS

Source: October 2001-October 2002 Regional Business Leader Surveys
QUESTION: Have you or someone in your organization contacted or been contacted by…?
*Notes: Commuter Club changed its name from Cumberland Transportation Network to Commuter Club in Spring
2002.  Respondents were asked about both.

Further analysis of the business leader survey results indicate that employers who have been in
contact with their local TMA are more likely to offer commute assistance to their employees.
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Large Scale Media Campaign and “Calls to Action”

The regional transportation survey polled metro Atlanta residents to find out if they had taken
specific actions in response to seeing, hearing, or reading various advertisements.  As shown in Figure
11, several of these actions, including those promoted by The Clean Air Campaign, registered with
metro Atlanta residents (see Chapter 2 for a description of Clean Air Campaign media campaign calls
to action). The changes from the early June and September 2000 surveys were statistically significant
for the “Asked about teleworking” in December 2001 and “Asked for transit information” in
December 2002.

These comparisons, along with the figures presented on the following pages, provide an indication of
intermediate behavior—a small step a commuter may take before he or she decides to try an
alternative mode—and the influence the large-scale media campaign, public relation activities, and
other Framework partner outreach efforts have on this action.

FIGURE 11:  METRO ATLANTA RESIDENT SPECIFIC ACTIONS RELATED TO ADVERTISING

Source: June 2000- December 2002 Regional Transportation Surveys
QUESTION:  Now, I am going to read you a list of actions that some people might take after seeing, hearing, or
reading various advertisements.  As I read each one, please tell me if in the past year, you have: taken this action,
considered taking this action, or not taken this action.

Figures 12, 13 and 14 present the large-scale media campaign advertising compared with the call
volume to 1-877-CLEANAIR, 1-87-RIDEFIND, and unique visitors to www.cleanaircampaign.com.
Although not presented in this data, the large-scale public relations activities (which included 136
media placements during the 2002 smog season) and employer and individual outreach services also
had an influence on call volume and website activity.
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FIGURE 12: ADVERTISING WEIGHT VS. 1-877-CLEANAIR CALLERS
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FIGURE 13: ADVERTISING WEIGHT VS. 1-87-RIDEFIND
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FIGURE 14: ADVERTISING WEIGHT VS. WWW.CLEANAIRCAMPAIGN.COM

0

1 0 0

2 0 0

3 0 0

4 0 0

5 0 0

6 0 0

7 0 0

10
/1

/0
1

11
/1

/0
1

12
/1

/0
1

1/
1/

02

2/
1/

02

3/
1/

02

4/
1/

02

5/
1/

02

6/
1/

02

7/
1/

02

8/
1/

02

9/
1/

02

0

5 0 0

1 0 0 0

1 5 0 0

2 0 0 0

2 5 0 0

3 0 0 0

3 5 0 0

4 0 0 0

Gross
Rating
Points

www.cleanair
campaign.com
Unique Visitors

Source: FY2002 Atlanta TDM Framework Performance Measure Final Report
Notes: Advertising weight is measured in terms of gross rating points (GRPs). GRPs are a function of the audience reach within
the community multiplied by the frequency of the message delivered. Reach measures the number of different people who are
exposed to a message.

www.cleanaircampaign.comRadio GRPs TV GRPs



FY2002 Atlanta TDM Framework Final Report Page 40

PARTICIPATION IN REGIONAL PROGRAMS AND SERVICES

Framework partners encourage commuters, employers, and property managers to participate in
regional programs and services to assist them with commuting alternatives and implementation of
commute assistance programs. The Atlanta TDM Framework tracked participation for the major
programs and services available to commuters, employers, and property managers through quarterly
activity reports and surveys.

Regional Rideshare Database and Guaranteed Ride Home (GRH) Program

Commute Connections entered approximately 12,504 rideshare applications into the regional
rideshare database during FY2002. Framework partner outreach staff submitted 10,897 of these
applications to the Commute Connections rideshare database during the federal fiscal year6. The
applications accounted for approximately 87% of the total applications entered by Commute
Connections.  In FY2001, Framework partner outreach staff submitted approximately 16,500
applications to Commute Connections, approximately 34% more than FY2002.

The total number of registrants in the database at the close of FY2002 was 28,123, an increase of
about 26% from the previous year (22,300).  The total number of worksites enrolled in the GRH
program at the close of FY2002 was 471, an increase of about 49% from FY2001 (316 worksites).

Incentive Program

At the close of FY2002, almost 100 employers and property managers and 3,630 commuters were
participating in various commute incentive programs. Descriptions of the type of incentives
provided are reported below:

Incentives Provided by Framework Partners7 – Framework partners offer a wide variety of
incentives, including “try it” days, commuter rewards programs, free gas cards for ridesharing, and full
or partial subsidies to participate in a formal vanpool program.  About 76 employers and property
managers and 670 commuters participated these incentive programs.  A description of some of the
incentive programs offered by Framework partners follows:

•   “Try It” Days award participants at employer partner worksites who travel to work using an
alternative mode on a designated day.  Commuters are encouraged to use an alternative form of
transportation for their commute (e.g., carpool, transit) and those who do are eligible for a
financial reward.  “Try It” Days are repeated at employer worksites on a periodic basis to
encourage additional alternative mode use.

•  Commuter Rewards Programs offer monthly financial prizes to commuters who submit monthly
rider logs and use alternative modes the most.  First time participants also receive financial
incentives to encourage continued participation.

•  Free gas cards, typically worth about $25, are awarded on a monthly basis to commuters who
are willing to share a ride to and from work at least three times a week during the month. The
gas cards are typically awarded to each carpool.

                                                
6 The difference in the number of applications reported by Framework partners and by Commute Connections is due
to a variety of factors, including lag time for entering applications, reactivations, duplications, and assigning people
who come in through the hotline or website into the appropriate service provider areas.
7 Framework partners did not track transit operator discounts (MARTA Partnership Program) as part of the program
incentive participants during FY2002.
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•  Full or partial vanpool subsidies may include assisting employers to fill empty vanpools seats
by paying down the costs for new riders for an extended period of time (3-6 months).  This
program helps maintain existing vanpools and fill newly created vanpools.  Another subsidy
program, the 4-3-2-1 empty seat program offsets the costs of the newly created vanpools.
Framework partners pay the costs of four empty seats the first month the vanpool is in
operation, three empty seats the second month it is in operation, two empty seats the third
month, and one empty seat the fourth month.

Many Framework partners work collaboratively on joint incentive programs.  For example, The
Clean Air Campaign and TMAs were responsible for enrolling over 2,500 Atlanta motorists in The
Clean Air Campaign’s Cash for Commuters program (October 2002-February 2003).  The first time
commute assistance program provided a financial incentive for up to three months for commuters
committed to using alternative modes.  Approximately 1,800 registrants completed the program.  A
telephone survey in July 2003 found that the majority (70%) of these commuters continue to use the
primary commute alternative they used during the program several months after completing the
program.

In addition, working together, The Clean Air Campaign and TMAs were responsible for signing up
over 80 employers in The Clean Air Campaigns’ first annual Clean Air Challenge, a three-month
competition travel during smog season to encourage less single occupancy travel to and from work.
Lastly, in a unique partnership, three TMAs and The Clean Air Campaign launched an incentive
program to increase carpool ridership in the Downtown, Midtown, and Buckhead areas.  As of June
2003, these TMAs and The Clean Air Campaign were awarding over 300 carpoolers with a monthly
gas card ranging from $25 to $75.

Incentives Provided by Employers -The majority of employer provided incentives encouraged the
use of carpooling and vanpooling. Carpooling incentives included preferential parking programs, free
parking, and/or monthly financial incentives (e.g., $15/month, free car washes, car details, oil
changes).  Several employers also fully or partially subsidized employee vanpools.  Other employers
offered periodic prize drawings to reward carpoolers, vanpoolers, and transit users.  Framework
partners reported about 15 employers offering these incentives at the close of FY20028.

Joint Incentives Provided by Framework Partners and Employers - Several Framework
partners, as part of their outreach service, assisted employers’ efforts to fill empty vanpool seats by
offering free rides for 3-6 months.  The employers typically provided an additional subsidy for the
months after the Framework partner subsidy expired, as well as free parking for the vanpool and the
rider on days they were not able to commute in the van.

Some employers also offered additional incentives for commuter rewards programs, to either
augment the financial commitment provided by the Framework partner or to provide an additional
incentive, such as preferential or free parking.

Framework partners reported at least 10 employers actively participating in a jointly provided
incentive program at the close of FY2002.

Transit Passes Sold

Participation in transit pass programs varies among Framework partners, largely because of the
varying level of transit infrastructure available in each service area.  Some service areas have access
to rail and bus service, while other service areas have limited or no access to rail and bus services.

                                                
8 The number of employers who provide incentives is likely underestimated; many Framework partners do not track
in detail incentives provided by employer partners.
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Discount Transit Pass Program - All eight TMAs and SECAP sell discount transit passes.  A
variety of discount transit passes are sold, including: monthly MARTA, weekly MARTA, single-trip
MARTA, 10-ride CCT, monthly CCT, monthly Gwinnett County Transit, 10-ride Gwinnett County
Transit, and C-Tran passes.

As shown in Table 11, the largest number of passes sold through this program are the monthly
MARTA passes, with 238,329 monthly passes sold during fiscal year 2002, an increase of
approximately 31% since the close of FY2001.  Central Atlanta Progress/Downtown TMA was
responsible for selling 69,589 of these passes during FY2002 (29%), the largest number sold by a
Framework partner.

TABLE 11: FY2002 DISCOUNT TRANSIT PASSES SOLD

Discount Transit Pass Program Passes Sold

Monthly MARTA  238,329

Weekly MARTA 40

Single trip MARTA 39,640

10-ride Cobb Community Transit (CCT) 1,721

Monthly CCT 200

Gwinnett County Transit 560

10-ride Gwinnett County Transit 273

Monthly Clayton County Transit (C-Tran) 9

Total 280,772

Source: FY2002 Atlanta TDM Framework Performance Measure Final Report

The SECAP program provides the largest financial incentive to encourage transit use (approximately
$18 reduction on the market price of a transit pass), a combined subsidy from SECAP and the
Georgia Building Authority.  The majority of TMAs provide MARTA monthly passes at the
MARTA Partnership Program discount (8%).  However, at least two TMAs provided an additional
subsidy above the MARTA Partnership Program discount during FY2002.  Other subsidy programs
included a 30% subsidy provided by CobbRides and Commuter Club for CCT 10-ride passes and a
$2.00 subsidy provided by Central Atlanta Progress/Downtown TMA for Gwinnett County Transit
and select CCT passes.

In FY2002 MARTA reduced the level of discount for the MARTA Partnership Program from an
18%-20% discount to a 6%-8% discount, resulting in decreased monthly transit pass sales for at least
one Framework partner.  However, increased discount transit pass sales by many Framework
partners, including recently formed TMAs in the Midtown and Downtown areas, helped to offset
decreased sales for the MARTA Partnership Program as a whole.

Central Atlanta Progress/Downtown TMA was particularly successful due, in part, to the higher level
of transit availability in the downtown TMA area.  In addition, Central Atlanta Progress/Downtown
TMA is actively promoting and sponsoring a transit subsidy program, which offers an additional
subsidy for employers who provide employees an additional subsidy above the current 8% MARTA
Partnership Program discount to employees.
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Non-Discount Transit Passes Sold – Framework partners sold 25,889 non-discount transit passes
during FY2002.  The majority of the passes sold were single-trip MARTA passes (21,068), followed
by weekly MARTA passes (4,266), and monthly CCT passes (336). HATMA sold the majority of
the single trip MARTA passes (64% or 13,549 passes).

Shuttle Ridership

Similar to transit passes sold, shuttle availability and offerings differ greatly among the Framework
partners because of varying degrees of available infrastructure. Limited access to rail or bus services
and few mid-day routes to consider due to a lack of central shopping areas or dining districts makes it
difficult for many Framework partners to gain employer support for shuttles.

The Clifton Corridor TMA-Decatur shuttle was the only Framework partner shuttle in operation
during FY2002, with an average monthly ridership of about 5,550 people.  Five Framework partners
reported employer shuttles operating in their respective service areas during FY2002.  In total, these
employers reported 12 shuttles transporting individuals from transit stations to employer partner
worksites and three shuttles transporting individuals from employer partner worksites to local
shopping malls during mid-day lunch hours. Many Framework partners also reported that local area
hotels provide mid-day shuttles or shuttles to transit stations, but use of these shuttles was not
tracked.

Examples of employer-operated shuttles include the Emory University shuttle, serving the largest
employer in the Clifton Corridor service area.  Central Atlanta Progress/Downtown TMA reported
two employer-operated shuttles: the Georgia State University shuttle and the other a large employer
shuttle.  Perimeter Transportation Coalition (PTC) reported at least four employer shuttles in
operation.  Two shuttles run all day operating as feeder shuttles to the nearby rail station.  The other
two shuttles operate at limited times: one travels to and from a local shopping mall during lunchtime,
while the other is a feeder shuttle to the rail station operating at morning and evening peak rush
hours.

Two TMAs—CobbRides and PTC—operated holiday mid-day shuttles in the first quarter of FY2002
(December 2001).  CobbRides recorded a total of 959 boardings and PTC a total of 5,475 boardings.

Vanpools and Vanpool Riders

At the close of FY2002, the three primary regional vanpool service providers—Douglas County
Rideshare, Georgia Building Authority, and MetroVanPool—had approximately 190 vans in
operation throughout the metropolitan Atlanta region, with total ridership at about 1,846 riders. The
ridership represents an increase of about 9%, or 16 vans over FY2001. Framework partners reported
a total of 12 other vanpools in operation at this time that are not served by these three regional
service providers, about 60 riders total.

Of the regional vanpool service providers, MetroVanPool is the largest, with approximately 125
vanpools and 1,185 riders at the close of FY2002.  Two TMAs—Commuter Club and Clifton
Corridor—are responsible for forming the largest number of Framework partner vanpools, about 42
vanpools in all.  The majority of these vans received substantial start-up subsidies from these TMAs.
And while the vans have been in operation for several years and are now largely supported through
employer funds, Commuter Club and Clifton Corridor continue to support efforts to maintain
ridership and fill empty vanpool seats with financial assistance on an as needed basis.

HATMA established a vanpool program at one large employer site during FY2002, creating two new
vanpools with a total of 23 riders.  With assistance through the CAC regional vanpool incentive
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program, HATMA was able to provide a full subsidy to vanpool riders for their first year of
operation.

Framework partners continue to help maintain vanpool ridership, through empty seat financial
assistance programs and new vanpool rider subsidies, for existing regional vanpool provider vanpools
traveling to their service area.  As stated previously, seven of the eight TMAs, along with The Clean
Air Campaign, provide some level of vanpool subsidy to employers and commuters in their service
area.

Overall Metro Atlanta Resident and Business Leader Participation

Metro Atlanta Residents – The regional transportation survey polled metro Atlanta residents who
had been in contact with regional services available in the Atlanta area to find out if they had used
any of the services. As shown in Figure 15, the services used most frequently are transit related:
“public transit schedule or route information”.  About a quarter of those who had been in contact
with the two region-wide information lines stated they had used services provided by information
specialists answering the phone lines.

FIGURE 15: METRO ATLANTA RESIDENT USE OF REGIONAL SERVICES

Source: December 2002 Regional Transportation Survey
QUESTION: Earlier you mentioned that you have contacted or been contacted regarding alternative
modes of transportation services.  Of those services or programs that you have contacted or been
contacted, which ones have you used?
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Business Leaders - The business leader survey asked employers who had heard of regional
programs about their participation in these programs.  The findings indicate increased business leader
participation (e.g., offer programs to employees) with many area programs. As might be expected,
business leaders who say they participate in these regional programs are more likely to say they offer
commute assistance to employees.

FIGURE16: BUSINESS LEADER PARTICIPATION IN REGIONAL PROGRAMS

Source: October 2001-October 2002 Regional Business Leader Surveys
QUESTION:  Is your organization currently participating in…?  (Asked of those already aware of the service)
*Notes:  2002:  1-877-CLEANAIR or     www.cleanaircampaign.com     was changed from Commute Options Program
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COMMUTE ASSISTANCE SERVICES PROVIDED BY EMPLOYERS AND PROPERTY

MANAGERS

The previous sections described metro Atlanta residents’ and business leaders’ involvement in
regional programs and services.   This section examines availability of employer or property
manager sponsored commute assistance programs, that is, commute assistance employers or property
managers provide directly to employees or tenants.  This section also examines employee use of
these services.

All Regional Worksites

Availability or Programs - Seventy-seven percent of business leaders surveyed in December 2002
said they offered at least one program to employees, a statistically significant increase from the 65%
of business leaders who said they offered at least one program in December 2001. As shown in Figure
17, a comparison of the 2002 and 2002 program level survey findings reveals statistically significant
increases in business leaders who offer employees flexible schedules, compressed work weeks, free
rides home, and transit subsidies.

Interestingly, while many business leaders reported that they offer these programs, a more detailed
analysis of the survey findings reveals few realize these programs qualify as commute assistance. For
example, business leaders might consider these programs part of an overall employee benefit package
and therefore a recruitment service rather than a transportation service.

 FIGURE 17: PROGRAMS CURRENTLY OFFERED BY AREA BUSINESS LEADERS

Source: October 2001 – October 2002 Regional Business Leader Surveys
QUESTION: If you were to offer…, how likely do you think your employees would be to take
advantage of this service?
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The regional transportation survey polled metro Atlanta residents to find out if their employers
offered any commute assistance programs. Because the employee may not be aware of the programs
offered by their employer (for example, if the employer does not promote the services or if the
employee did not notice the promotional information), these results could underestimate the actual
program availability.  The survey showed that more metro Atlanta residents had access to employer
worksite commute assistance programs in 2002 (24% of respondents) compared with 2001 (20% of
respondents).

Survey findings also reveal availability or awareness of commute assistance programs is more
common for metro Atlanta residents working in more urbanized areas.  Thirty-four percent of
residents working in more urbanized areas said they had access to employer sponsored commute
assistance programs, compared to 24% in areas of medium urbanization and 9% in areas of lower
urbanization.

Table 12 shows the top six employer-sponsored commute assistance services metro Atlanta residents
said were available at their worksite.  The percentage of respondents noting availability of employer
carpool subsidies increased from 3% in 2001 to 11% in 2002, representing the only major shift
during this time period.

TABLE 12:  AVAILABILITY OF SPECIFIC EMPLOYER COMMUTE ASSISTANCE PROGRAMS

 Commute Assistance Programs December 2001 December 2002

 Subsidies or discount passes for employees who ride transit 47% 47%

 Carpool or vanpool matching services 21% 22%

 Teleworking opportunities 19% 16%

 Shuttle services 13% 9%

 Flexible arrival and departure schedules 9% 11%

 Carpool subsidies 3% 11%

Source: December 2001 – December 2002 Regional Transportation Surveys
QUESTION:  Specifically, what programs does your employer offer to employees who are interested in alternative
modes of transportation or commuting alternatives?

Metro Atlanta residents who said their employers offered commute assistance have lower drive alone
rates and are more likely to try commuting alternatives than employees who said their employers did
not offer these services.  As shown in Table 13, 62% of metro Atlanta residents who indicated their
employer offered commute assistance drive alone to work, compared to 82% who drive alone who
said they did not have access to or knowledge of these programs.

TABLE 13:  COMMUTE BEHAVIOR FOR EMPLOYEES WHO SAID EMPLOYER OFFERS COMMUTE ASSISTANCE

Availability of Employer-Sponsored
Commute Assistance Program

Yes No

Drive Alone (Past week only) 62% 82%

Always Drive Alone (Past year including past week) 11% 28%

Tried an Alternative (Past week only) 39% 18%

Ever Tried an Alternative (Past year including past week) 90% 72%

Source: December 2002 Regional Transportation Survey
QUESTION:  As far as you know, does your employer offer any programs or assistance to employees who are
interested in alternative modes of transportation or commuting alternatives?
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Use of Programs - Approximately 35% of metro Atlanta residents who said their employer offers
commute assistance services have used a service (35% of 248). Use includes one-time, occasional,
and regular use.  Employees in more urbanized areas use employer-sponsored commute assistance
services more often (39%) than employees in less urbanized areas (25%-30% of respondents have
used an employer-sponsored commute assistance service).

Framework Partner Worksites

Availability of Programs – The employer partner employee travel survey polled employees
working for employers who partner with TMAs, CAC Public, or CAC Private to provide commute
assistance services. The employers participating in the survey (referred to as Employer Participants)
offered employees varying levels of commute assistance.  Some employers only offer employees
information about commute alternatives and access to rideshare matching services, while others offer
financial assistance to encourage alternative mode use.

Table 14 shows employee awareness for the top five commute assistance services offered by
Employer Participants and employee use of these services. Overall, these employees indicate greater
availability or awareness of employer-sponsored commute assistance programs than regional
worksites, as measured through the regional transportation survey. However, many of the employees
at Employer Participant worksites are not aware of the range and extent of commute assistance
services offered by their employer, and therefore, actual use of services remains low.

TABLE 14: AWARENESS OF WORKSITE SERVICES OFFERED

Information, Service, Benefit Services Offered Services Used

Carpool/vanpooling information 36% 7%

Discount transit passes/free transit passes 33% 10%

Transit information or schedules 25% 7%

Bicycle racks/other bike services 22% 1%

Guaranteed Ride Home (emergencies or overtime) 20% 2%

Source: October 2002 Employer Partner Employee Travel Survey

Similar to the regional transportation survey, employees of Employer Participants who offered
commute assistance programs have lower drive alone rates than employees of Employer Participants
who said they did not have access to these programs.  Availability of commute assistance programs
also appears to play a role in a commuter’s decision to make a commute change.  The survey found
higher rates of change to alternative modes among respondents who said their employers offered
commute assistance programs.

Employer or Property Manager Clients

Framework partners encourage employers and property managers to offer commute assistance
programs at their worksites and become “employer or property manager partners”.  At the close of
FY2002, the Atlanta TDM Framework had established or maintained relationships with
approximately 670 employer and 107 property manager clients, an approximately 21% increase
from FY2001 (644).
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Most Framework partners record the commute assistance programs provided by these clients.  As
shown in Table 15, the vast majority of employer and property manager clients offer employees
information about commute alternatives and access to rideshare matching through information and
support programs.  Some employers and property managers do not provide these programs
themselves, but promote the availability of services offered to their employers.  For example, many
employers and property managers offer ridesharing services through 1-87-RIDEFIND.

Many employers offer enhanced commute assistance programs, typically in the form of financial
incentives, to facilitate an employees’ or tenants’ use of alternative commute modes.  Again, the
employer or property manager may not provide the incentive directly.  In many cases, the
employer’s role is to make employees or tenants aware of the incentive program being offered.
Enhanced carpool, vanpool, or transit programs may include:

•  Financial incentives, such as “try-it” and ongoing financial incentives;

•  Free or discounted parking for rideshare partners;

•  Access to fleet cars or a shuttle for mid-day use by rideshare partners, transit riders, bikers, or
walkers, vanpool administration;

•  Employer subsidies for bike or walk equipment purchases.

Enhanced teleworking and compressed work week programs include employers who have established a
formal teleworking or compressed work week programs or policies for all or some employees.

TABLE 15: EMPLOYER OR PROPERTY MANAGER CLIENTS, SEPTEMBER 30, 2002

Programs
Employer
Clients

Property
Manager
Clients

Employees
w/ Access1

Total Employer Clients 670 - -

Total Property Manager Clients - 107 -

     w/ Information/Support Programs 643 105 164,722

     w/ Enhanced Carpool Program 75 26 84,367

     w/ Enhanced Vanpool Program 91 26 66,975

     w/ Enhanced Transit Program 294 23 156,992

     w/ Enhanced Bike/Walk Program 11 26 48,487

     w/ Enhanced Telework Program 99 0 25,942

     w/ Enhanced Compressed Work Week Program 117 0 26,982

Source: FY2002 Atlanta TDM Framework Performance Measure Final Report
1Employees w/ access are tracked by a handful of employer outreach service providers.

Overall, CAC Public has the greatest number of employers offering enhanced programs, largely as a
result of the SECAP program, which provides state agencies primarily in the downtown area access to
carpool, vanpool, and transit incentives.  Although not all state agencies actively participate in these
programs, they are required to provide employees access to these incentives.

The employer partner employee travel survey findings suggest that the type of commute assistance
services offered by an employer partner has a significant impact on their employees’ use of
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alternative modes.  The drive alone rate for employees located at worksites where the employer
offers enhanced commute assistance services (70% drive alone rate) is lower than employees located
at worksites where the employer offers information and support commute assistance services only
(80% drive alone rate). Employees at worksites where employers offer enhanced commute assistance
services are also more likely to make commute changes to alternative modes than employees at
worksites where employers offer information and support services only.

PARTICIPATION SUMMARY

Framework partners report increased contact with the region’s TDM resources and service outlets
available to assist commuter, employers, and property managers with commuting.  Calls to 1-877-
CLEANAIR and 1-87-RIDEFIND and visitors to (www.cleanaircampaign.com) are on the rise. The
number of commuters entering the regional rideshare database increased 26% from FY2001 to
FY2002. Nearly 100 employers or property managers and more than 3,500 commuters were
participating in Framework partner and employer commute incentive programs at the close of
FY2002. Framework partners sold approximately 238,300 monthly discount transit passes during
FY2002, an increase of about 31% over the fiscal year. The region added another 16 vans to its
fleet, an increase of 9% from FY2001. Framework partners, through financial incentives and local
outreach, formed at least three of the new vans and assisted in filling empty seats on several existing
vans.

Surveys of metro Atlanta residents and business leaders also support increased contact with several
regional programs and services.  For metro Atlanta residents, contact and actual use of services is
most notable for services related to transit use and services provided by information specialists at the
region-wide information phone lines and at www.cleanaircampaign.com.  More business leaders are
participating in the MARTA Partnership Program and 1-87-RIDEFIND, and business leader contact
with organizations such as The Clean Air Campaign and local area TMAs is also on the rise.

More business leaders are also offering commute assistance to employees; the most commonly
offered programs include flexible schedules, compressed workweeks, and teleworking.  However, few
business leaders realize these programs qualify as commute assistance. Interestingly, business leaders
who participate in regional programs, such as the MARTA Partnership Program and 1-87-
RIDEFIND, and who have been in contact with their local TMA offer more commute assistance to
employees than business leaders who do not participate or interact with these programs.

From a regional perspective, more metro Atlanta residents had access to worksite commute
assistance programs in 2002 than in 2001. Availability of commute assistance programs was more
common for residents working in more urbanized areas.  The percentage of metro Atlanta residents
noting availability of specific employer-sponsored programs did not increase substantially over the
fiscal year; the only significant increase was employer-sponsored carpool subsidies.  One-in-three
metro Atlanta residents who said their employer offers commute assistance services used at least one
service during the year. Employees working in more urbanized areas used employer commute
assistance services more often than employees working in less urbanized areas.

Overall, employees collaborating with employers who partner with Framework partners to provide
commute assistance services (referred to as Employer Participants) indicated greater availability and
awareness of employer-sponsored commute assistance programs when compared to regional
worksites. However, many employees at Employer Participant worksites are not aware of the range
and extent of commute assistance services offered by their employers.  Employees who said their
employers offer commute assistance programs have lower drive alone rates and are more likely to try
commute alternatives than employees who said they did not have access to services provided by their
employer.
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At the close of FY2002, Framework partners were working with approximately 670 employer clients
and 107 property manager clients, an increase of about 21% from FY2001. Almost all clients offer
employees information about commute alternatives and access to rideshare matching through
information and support programs. Many employer clients also offer enhanced commute assistance
(e.g., financial and administrative assistance).  Employees working for employers who offer enhanced
commute assistance have lower drive alone rates than employees working for employers who only
offer information and support commute assistance services.
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CHAPTER 4-D UTILIZATION

INTRODUCTION

In this chapter, the measurement team examines utilization, the fourth step in the performance
measure continuum:

•  Increase awareness

•  Change attitudes

•  Encourage program participation/facilitate arrangements

•  Encourage alternative mode utilization/maximize alternative mode use

•  Generate travel and emission reductions

Utilization is defined as the number of commuters shifting to an alternative mode, on either a trial or
continued basis, and whether or not their shift was the result of being placed by a specific program or
service.  Utilization findings are presented for each alternative mode and are based on the four data
sources listed below. A detailed description of each data source is presented in Chapter 3 and a
summary of the findings for each survey is presented in this chapter.

Data Sources:

•  October 2002 Regional Rideshare Placement Survey

•  October 2002 Employer Partner Employee Travel Survey

•  November 2002 Vanpool Rider Survey

•  February 2003 Discount Transit Pass User Survey

Each of these surveys obtained detailed travel information from commuters participating in specific
Atlanta TDM Framework programs.  The measurement team used the surveys to define program
participants’ current travel patterns and modes before participating in the program to identify
participants who had made travel changes as a result of the program.

The steps in calculating utilization are 1) determine the commuter population base for the program
or service for which the measurement team is assessing impacts; 2) calculate the alternative mode
placement rate for the population base; and 3) estimate the number of commuters placed in
alternative modes for each program or service. Utilization for each mode is added across all programs
and services to determine the impact on alternative mode use.

SUMMARY OF UTILIZATION BY ALTERNATIVE MODE

This section summarizes the data collection activities used to determine Atlanta TDM Framework
utilization by the following alternative modes: carpool, vanpool, transit, telework, and compressed
work weeks.  Utilization is divided into new alternative mode users and retained alternative mode
users.  New users are defined as commuters who began using alternative modes or increased their
frequency of alternative mode use during FY2002.  Retained users are defined as commuters who
began using alternative modes prior to the FY2002 and maintained use of that alternative mode
during the evaluation year.
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Carpool

The regional rideshare placement survey and the employer partner employee travel survey findings
provide an estimate of carpool utilization.  These data sources reflect a conservative estimate of
carpool activity in the region and might underreport the Atlanta TDM Framework role in carpool
formation.  The regional rideshare placement survey only includes commuters who have registered
with the regional rideshare program.

Many Framework partners support employer partner carpooling programs outside the formal
regional rideshare program.  The employee partner employee travel survey, conducted in part to
begin tracking informal carpooling, will ultimately provide data to capture carpooling activity
occurring outside the rideshare database at Framework partner employer partner worksites.
Currently, the survey accounts for about 67,700 of the employees working at employer partners of
five Framework partner worksites, about 10% of the employee population of employer partners
working with the Atlanta TDM Framework to implement commute assistance programs.

According to the rideshare placement survey, about 3,150 (11.2% new carpool placement rate) of
the 28,123 rideshare database registrants are new carpoolers, while about 2,109 (7.5% retained
carpool placement rate) are retained carpoolers.  The measurement team added an additional 1,572
new carpoolers and 3,749 retained carpoolers based on the employer partner employee travel
survey9.

Vanpool

The vanpool rider survey and the regional rideshare placement survey findings provide an estimate of
vanpool utilization. The vanpool rider survey findings identified 505 new vanpool riders and another
1,359 retained vanpool riders.  The regional rideshare placement survey identified 956 (3.4% new
vanpool placement) new vanpoolers and 394 retained vanpoolers (1.4% retained vanpool
placement).  To avoid double counting the impacts from the vanpool rider survey, the proportion of
vanpoolers who participated in the vanpool rider survey who were also registered in the regional
rideshare database were removed from the regional rideshare database vanpool rider totals.  An
additional 313 new vanpool riders and 129 retained vanpool riders were added to the vanpool
utilization estimate as a result of the regional rideshare placement survey.

Transit

The discount transit pass user survey findings provide an estimate of transit utilization.  The estimate
tracks only discount transit pass activity in the region and not overall transit usage.  The survey
findings identified 4,633 new transit riders (15.6% new transit placement rate) and 25,065 retained
transit riders (84.4% retained transit placement rate).

                                                
9 The actual number of carpool placements identified in the employer partner employee travel survey was 2,566 new
carpoolers (3.8% new carpool placement rate) and 5,553 retained carpoolers (8.2% retained carpool placement rate).
About 994 new carpoolers and 1,804 retained carpoolers were removed to avoid double counting impacts with the
regional rideshare database.   The measurement team avoided double counting impacts by removing carpoolers who
said they had used carpool and vanpool information or ridematching services offered by their employer.  Carpoolers
whose primary commute change or retained mode was bike or walk to work, telework, or work a compressed work
week were also removed and included in the bike/walk, telework, and compressed work week placements count
instead.
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Bike/Walk

The employer partner employee travel survey findings provide an estimate of bike and walk
utilization.  Similar to carpooling, the estimate is conservative in that it represents only a small
portion of the employer partners working with the Atlanta TDM Framework.  The survey findings
identified 241 new bike/walk commuters (0.4% new bike/walk placement rate) and 566 retained
bike/walk commuters (1.0% retained bike/walk placement rate).

Teleworking and Compressed Work Week Schedules

The employer partner employee travel survey findings provide an estimate of teleworking and
compressed work week (CWW) utilization. Similar to carpooling and bike/walk, the estimates are
conservative in that they represent only a small portion of the employer partners working with the
Atlanta TDM Framework.  The survey findings identified 767 commuters who began teleworking and
360 commuters who began working a CWW schedule in FY2002 (new telework placement rate of
1.2% and new CWW placement rate of 0.6%).  Another 4,750 commuters began teleworking prior
to FY2002 and maintained use of teleworking during FY2002, while another 4,175 commuters began
working a CWW schedule prior to FY2002 and maintained a CWW schedule during FY2002 (retained
telework placement rate of 7.3% and retained CWW placement rate of 6.5%).

Summary

Table 16 presents the aggregate of the new and retained commuter placements identified above.  The
FY2002 data sources identified 53,442 commuters using commute alternatives.  Approximately
11,540 (22%) began using an alternative mode during the FY2002 evaluation period, while the
remaining 41,902 (78%) started using an alternative mode prior to FY2002 and maintained use of
the alternative mode during FY2002.

TABLE 16: FY2002 COMMUTER PLACEMENTS/USERS NET BY MODE AND PROGRAM/SERVICE

Net Total by Program/Service
Commuter Placements/Users

New Users Retained Users Total Users

Carpool 4,721 5,858 10,580

Vanpool 818 1,488 2,306

Transit 4,633 25,065 29,698

Bike/Walk 241 566 807

Telework 767 4,750 4,534

Compressed Work Week 360 4,175 4,534

Total 11,540 41,902 53,442
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SUMMARY OF FINDINGS FROM UTILIZATION DATA SOURCES

The following section is a summary of the findings from the data collection activities used to
estimate the Atlanta TDM Framework utilization data presented above.  The findings presented
include commute mode split by weekly trips, commute changes and placement rates, use of
information provided by the commute assistance program or service, and likely modes if the
commute program or service were not available.

October 2002 Regional Rideshare Placement Survey

The regional rideshare placement survey involved interviews with 1,000 registrants who entered the
database or received assistance from Commute Connections during the FY2002 evaluation period.
An additional 375 registrants who entered the database prior to FY2002 and did not receive
assistance from Commute Connections during FY2002 participated in a companion survey.  The
survey findings of the 1,000 registrants provided registrant placement in alternative modes, while the
findings from the companion survey provided data on rideshare longevity.

Commute Mode Split by Weekly Trips – Table 17 shows the percentage of weekly trips made by
the 1,000 randomly selected registrants who entered the database or received assistance from
Commute Connections during the FY2002 evaluation period. The table also shows the percentage of
weekly “trips” not taken because the commuters telecommuted or had a compressed work schedule
day off.

TABLE 17: RIDESHARE PLACEMENT SURVEY COMMUTE MODE SPLIT BY WEEKLY TRIPS

Commute Mode
Mode as Percent of

Weekly Trips

Drive alone 75.3%

Carpool 11.2%

Vanpool 3.4%

Bus 2.8%

Train 4.1%

Bike/Walk 0.9%

Telework 1.0%

Compressed Work Week 1.3%

Source: October 2002 Regional Rideshare Placement Survey
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Commute Changes and Placement Rates - Of the 1,000 surveyed, 225 made a commute change
during the FY2002 evaluation period.  Another 173 recent applicant respondents were using an
alternative mode at the time of the survey but started using the mode before the FY2002 evaluation
period.  Table 18 summarizes the individual placement rates for these commuter changes.

TABLE 18:  PLACEMENT SURVEY ALTERNATIVE MODE PLACEMENT RATES

Carpool
Placements

Vanpool Placements
Transit/Non-

Motorized
Placements

Commute Change Freq.
Placement

Rate
Freq.

Placement
Rate

Freq.
Placement

Rate

New Placements 112 11.2% 34 3.4% 79 7.9%

Retained Placements 75 7.5% 14 1.4% 84 8.4%

Source: October 2002 Regional Rideshare Placement Survey
Freq. = Frequency (number of respondents)

The number of active database registrants, when multiplied by new and retained placements rates
identified above, provides an estimate of the total database registrants placed in alternative modes.
At the close of FY2002, there were 28,123 active database registrants in the rideshare database.
Extrapolating the survey results to the entire database population yields an estimate of 11,193
commuter placements during the FY2002 evaluation period.  The placements by mode are
summarized below:

Placement Type
Placement Rate x

Registrants
Placements

New carpool placements (0.112 x 28,123) 3,150

New vanpool placements (0.034 x 28,123) 956

New transit/non-motorized
placements (0.079 x 28,123) 2,222

Retained carpool placements (0.075 x 28,123) 2,109

Retained vanpool placements (0.014 x 28,123) 394

Retained transit/non-motorized
placements (0.084 x 28,123) 2,363

Use of Ridematch Information – Only about half of the rideshare applicants (58%) requesting
matchlists said they actually received one. Another 14% received a letter, but not match names.

Only about one-fourth of the applicants (28%) who received a matchlist tried to contact someone
named on the list. Nearly half of the respondents (44%) who did not contact someone named on
their matchlist cited incompatible work schedules or home/work addresses as the reason why they did
not call anyone on the list.  About 12% decided they did not want to carpool, while 11% already
rideshare or found a rideshare arrangement with someone not listed on the matchlist.

The majority of respondents  (84%) who tried to contact a potential rideshare partner reached
people named on the list. Within this group of respondents, 44% found people interested in forming
a carpool.  Taking all of these actions into consideration, about 10% of people receiving a matchlist
sought and found a commuter interested in ridesharing (6% of total database respondents).  About 4%
of total database respondents actually started ridesharing with someone named on the list.
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Influence of Information and Assistance on Commute Changes – About half (53%) of the
regional rideshare placement survey respondents who made a commute change during FY2002 said
they were influenced by “any information, service, or benefit provided by 1-87-RIDEFIND, by their
employer, or by another organization that helps with ridesharing.”

Employer Partner Employee Travel Survey

Approximately 11,500 commuters working for employers who partner with Atlanta TDM
Framework organizations to implement worksite commute assistance programs participated in the
employer partner employee travel survey.

Commute Mode Split by Weekly Trips – Table 19 shows the percentage of weekly commute
trips made by mode for the 11,492 employees, with telework and compressed work schedules included
as modes.

TABLE 19: EMPLOYER PARTNER EMPLOYEE SURVEY COMMUTE MODE SPLIT BY WEEKLY TRIPS

Commute Mode
Mode as Percent of

Weekly Trips

Drive alone 74.8%

Carpool 9.6%

Vanpool 1.9%

Bus 2.5%

Train 7.6%

Bike/Walk 1.3%

Telework 1.7%

Compressed work schedule 0.8%

Source: October 2002 Employer Partner Employee Travel Survey

Commute Changes and Placement Rates - Of the 11,492 commuters participating in the
employee travel survey, 1,059 made a commute change to an alternative mode or increased the
number of days per week they use an alternative mode during the FY2002 evaluation period (new
placements). Another 3,143 commuters were using an alternative mode at the time of the survey but
started using the mode before the FY2002 evaluation period (retained placements).  Table 20
presents alternative mode placements and corresponding placements rates for all respondents who
made a change by their primary commute change.

TABLE 20: EMPLOYER PARTNER EMPLOYEE TRAVEL SURVEY RESPONDENT ALTERNATIVE MODE PLACEMENTS

  Placements Carpool1 Vanpool Transit2 Bike/
Walk

Telework
Compressed
Work Week

  New 435 3.8% 88 0.8% 305 2.7% 46 0.4% 127 1.2% 58 0.6%

  Retained 942 8.2% 164 1.4% 812 7.1% 116 1.0% 563 7.3% 545 6.5%

Source: October 2002 Employer Partner Employee Travel Survey
1Approximately 90 of the new carpool placements and 183 of the retained carpool placements use carpool or vanpool
information services or rideshare matching offered by their employer.
2Approximately 149 new transit placements and 426 retained transit placements use discounted or free transit passes
offered by their employer.
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An additional 558 commuters made changes to alternative modes, but these changes could not be
verified because of inconsistencies in how the respondent recorded current and previous travel
behavior.

The Framework partner employer partner employee population base represented in this survey,
when multiplied by new and retained placements rates identified above, provides an estimate of the
total employees placed in alternative modes. For FY2002, the employee population base represents
67,717 employees10 .  Extrapolating the survey results to the entire employee population yields an
estimate of 27,197 commuter placements during the FY2002 evaluation period.  The placements by
mode are summarized below:

Placement Type
Placement Rate x

Registrants
Placements

New carpool placements (0.038 x 67,717) 2,566

New vanpool placements (0.008 x 67,717) 521

New transit placements (0.027 x 67,717) 1,795

New bike/walk placements (0.004 x 67,717) 271

New telework placements (0.012 x 67,717) 767

New compressed work week
placements

(0.006 x 67,717) 360

Retained carpool placements (0.082 x 67,717) 5,553

Retained vanpool placements (0.014 x 67,717) 968

Retained transit placements (0.071 x 67,717) 4,788

Retained bike/walk placements (0.010 x 67,717) 684

Retained telework placements (0.073 x 67,717) 4,750

Retained compressed work week
placements (0.065 x 67,717) 4,175

Influence of Commute Changes – The survey asked respondents who made a commute change in
the past year about what influenced them to make the change.   Changes in home or job locations
(26%), saving money (25%), and concern about the environment (23%) are the top three influences,
followed by saving time (20%), and traffic (20%). Because respondents were allowed to check
multiple changes and multiple reasons for why they made a commute change, a specific influence
could not be linked to a specific change.

                                                
10  Conducted as a pilot in FY2002, the employee partner employee travel survey attempted to survey a
representative sample of employers from five of the ten Framework partners providing organized employer outreach
in designated service areas (44,872 employees).  Approximately 26% of the employees asked to participate in the
survey returned a completed survey (11,492 employees).  Twenty-six percent represents the overall employee survey
response rate.  This response rate was multiplied by the entire employee population for the employers eligible to
participate in the survey (264,521 employees).  This population represents the employee population for employer
partners of the five Framework partners who participated in the survey.  The total employee population represented
by these Framework partners, when multiplied by the 26% response rate, yields a population base of 67,717
employees.
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Vanpool Rider Survey

Vanpool drivers and riders from the three primary Atlanta vanpool vendors—Douglas County
Rideshare, Georgia Building Authority, and MetroVanPool—participated in the self-administered
vanpool rider survey.  A total of 190 vanpools—representing 1,864 vanpool riders—received the
survey in mid November 2002.  A total of 818 vanpool riders returned a completed survey, for a
response rate of about 44%.

Commute Mode Split by Weekly Trips – Table 21 summarizes the current mode split as the
percentage of weekly trips made for all, with telework and compressed schedules included as “modes.”

TABLE 21: VANPOOL RIDER SURVEY COMMUTE MODE SPLIT BY WEEKLY TRIPS

Commute Mode
Mode as Percentage of

Weekly Trips

Drive alone 9.4%

Carpool 2.6%

Vanpool 85.3%

Bus 0.4%

Train 0.0%

Bike/Walk 0.0%

Telework 1.7%

Compressed Work Week 0.6%

Source: November 2002 Vanpool Rider Survey

Commute Changes and Placement Rates – Of the 1,864 vanpool drivers or riders identified by
Douglas County Rideshare, Georgia Building Authority, and MetroVanPool, about 505 vanpoolers
joined a vanpool during the FY2002 evaluation period (new placement rate of 27%).  Another 1,359
started riding in a vanpool prior to when the FY2002 evaluation period began, representing a
retained placement rate of 73%.

Influence of Financial Assistance - The overwhelming majority of vanpool riders receiving
financial assistance (84% or 567 respondents) did not vanpool prior to receiving the financial
assistance.  The overall majority (71.6%) of vanpool riders receiving assistance rate the receipt of
financial assistance as “very important” in their decision to start or continue vanpooling.

Commute Mode if Vanpooling not an Option - More than half (57%) of the vanpool riders
stated they would drive alone if vanpooling were not available as an option, while 19% said they
would carpool.

Discount Transit Pass User Survey

An estimated 29,698 transit riders received discount transit passes during FY2002.  A stratified
sample of discount monthly transit pass recipients participated in the self-administered survey
distributed with transit passes for the month of February 2003. The sample included 15,842 transit
pass recipients from 93 employers. Some employers chose not to participate in the survey and not
all surveys were distributed. The final sample included a survey distribution of 13,881 surveys through
87 employers. A total 3,440 transit pass recipients returned completed surveys, a response rate of
about 24%.
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Commute Mode Split by Weekly Trips – Table 22 summarizes the current mode split as the
percentage of weekly trips made for all modes, with telework and compressed schedules included as
“modes.”

TABLE 22: COMMUTE MODE SPLIT BY WEEKLY TRIPS

Commute Mode
Mode as Percent of

Weekly Trips

Drive alone 10.2%

Carpool 3.0%

Vanpool 0.4%

Train/Bus 84.0%

Bike/Walk 0.9%

Telework 1.1%

Compressed Work Week 0.3%

Source: February 2003 Discount Transit Pass User Survey

Commute Changes and Placement Rates – Of the approximate 30,000 transit riders who
received a discount transit pass, more than 4,600 began using transit or increased the number of days
per week they use transit during the FY2002 evaluation period (new placement rate of 16%).
Another 25,065 used transit prior to when the FY2002 evaluation period began (retained placement
rate of 84%.  About nine in ten (88%) of these riders (22,006) indicated the availability of the
discount pass influenced their decision to continue using transit.

Influence of Financial Assistance - More than seven in ten respondents (73%) report receiving a
discounted transit pass, while 23% of respondents report receiving a free transit pass, and one
percent of respondents receive either a free or discounted pass.  The majority (63%) of respondents
receiving a free or discounted transit pass rate the receipt of this incentive as “very important” in
their decision to use transit.

Commute Mode if the Bus or Train were not an Option - Approximately 71% of the discount
transit pass recipients stated they would drive alone to work if the bus or train were not an option,
while 14% said they would carpool or vanpool.
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CHAPTER 4-E TRAVEL AND EMISSION REDUCTIONS

INTRODUCTION

In this chapter, the measurement team examines travel and emission reductions, the fifth step in the
performance measure continuum:

•  Increase awareness

•  Change attitudes

•  Encourage program participation/facilitate arrangements

•  Encourage alternative mode utilization/maximize alternative mode use

•  Generate travel and emission reductions

Travel and emission reductions take utilization impacts one step further by estimating the vehicle
trips, vehicle miles traveled (VMT), and emissions reduced by the commuters placed in alternative
modes–the ultimate goal in the performance measure continuum.  Travel and emission reductions are
necessary to quantify travel and air quality benefits.

The basic steps in calculating travel and emission reductions include: 1) estimate vehicle trip
reduction (VTR) factor (average number of trips reduced per day for each placement); 2) multiply
the number of commuter placements by the VTR factor; 3) multiply the number of one-way vehicle
trips reduced by the average one-way commuter distance for the population of interest; 4) adjust
vehicle trips and vehicle miles traveled for single occupancy vehicle access; and 5) multiply VMT by
emission reduction factors. Impacts for each mode are added across all programs and services to
determine aggregate travel and emission reductions.

TRAVEL AND EMISSION REDUCTIONS

The FY2002 travel and emission reductions for the Atlanta TDM Framework are presented on the
following pages and are based on the data sources and resultant utilization impacts described in
Chapter 4-D.

Vehicle Trips Reduced by Mode

As shown in Table 23, alternative mode users, when multiplied by respective vehicle trip reduction
(VTR) factors, equal a total vehicle trips reduced of 37,507 trips a day. Alternative mode users who
made a commute change during FY2002 reduce approximately 9,561 vehicle trips a day, while
alternative mode users who maintained a commute change made prior to FY2002 reduce 27,946
vehicle trips a day.
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 TABLE 23: NET VEHICLE TRIPS REDUCED BY MODE (VEHICLE TRIPS/DAY)

Net Vehicle Trip Reductions
Alternative Modes

New Users Retained Users Total Users

  Carpool 2,178 3,337 5,515

  Vanpool 864 1,799 2,663

  Transit 5,696 20,508 26,204

  Bike/Walk 221 624 844

  Telework 458 938 1,395

  Compressed Work Week 144 741 885

Total 9,561 27,946 37,507

VMT Reduced by Mode

Table 24 shows the vehicle mile reductions for the alternative mode users.  Multiplying the number
of vehicle trips reduced for each mode by the average commute distance for the modes results in a
total daily vehicle miles traveled (VMT) reduction of 779,924 miles.  Commuters making commute
changes during FY2002 represent a daily VMT reduction of 208,787 miles.  Commuters, maintaining
commute changes made before FY2002 represent a daily VMT reduction of 571,137 miles.

TABLE 24: NET VMT REDUCED BY MODE (VMT/DAY)

Net VMT Reductions
Alternative Modes

New Users Retained Users Total Users

  Carpool 49,279 77,756 127,034

  Vanpool 28,954 62,387 91,341

  Transit 113,227 387,356 500,582

  Bike/Walk 3,078 7,720 10,798

  Telework 10,845 19,839 30,684

  Compressed Work Week 3,404 16,079 19,483

Total 208,787 571,137 779,924

NOx and VOC Reductions by Mode

Emissions benefits, defined as tons of pollutants reduced, are calculated with a simplified method
using regional emission factors provided by the Air Quality Branch of Georgia Department of Natural
Resources, Environmental Protection Division. Thirteen counties in the metropolitan Atlanta region
do not meet federal air quality standards for ozone. Reducing emissions of oxides of Nitrogen (NOx)
and Volatile Organic Compounds (VOC) is of particular concern in the region as these pollutants are
the primary components in the formation of ozone.
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For 2002, the emission factors are:

NOx = 1.150 grams per vehicle mile reduced
VOC = 1.332 grams per vehicle mile reduced

These factors, when multiplied by the vehicle miles reduced and adjusted to account for the length of
the drive to access alternative modes, equals:

NOx 0.77 tons per day reduced
VOC 0.89 tons per day reduced       1.66 tons pollutants per day reduced

Table 25 presents daily emission reductions by mode.

TABLE 25: NOX AND VOC REDUCTIONS BY MODE (TONS/DAY)

Net Emission Reductions (Tons/Day)
  Alternative Modes

NOx VOC

  Carpool 0.15 0.17

  Vanpool 0.10 0.11

  Transit 0.45 0.51

  Bike/Walk 0.01 0.02

  Telework 0.04 0.05

  Compressed Work
  Week

0.02 0.03

Total 0.77 0.89
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CHAPTER 5 MARKET ANALYSIS FOR TDM IN ATLANTA REGION

INTRODUCTION

The regional transportation surveys and business leader surveys also provide an opportunity to ask
metro Atlanta commuters and employers about the type of programs and services that might lead to
greater use and adoption of commute alternatives and commute assistance programs.  This chapter
summarizes the motivating factors and barriers that prevent commuter and business leader use and
adoption of these alternatives and programs, as identified in the October 2002 Business Leader
Survey and the December 2002 Regional Transportation Survey.

REGIONAL BUSINESS LEADER SURVEY

Factors Motivating Program Adoption

As shown in Table 26, when asked why they offer commute assistance programs and services, just
over one-in-four (27%) employers said they offer programs as an employee benefit and to improve
employee morale.  Although in much smaller numbers, business leaders also cite reasons such as to
help the environment (9%), ease local traffic (9%), and retain employees (5%).

TABLE 26: MOTIVATION FOR PROGRAM ADOPTION AMONG BUSINESS LEADERS

Motivating Factors Percentage

Offer Benefit / Improve Morale 27%

Ease Traffic 9%

Help Environment 9%

Retain Employees / Reduce Turnover 5%

Reduce Absenteeism 4%

Be a Good Neighbor 4%

Increase Productivity 4%

Get Employees to Work 4%

Other Reasons 18%

Don’t Know / Refused 7%

Source: October 2002 Business Leader Survey
Question: Why do you offer commuter information or assistance programs?

Barriers to Program Adoption

When asked why they do not offer commute assistance programs and services, half (51%) of all
employers indicate barriers related in some way to their employees. As shown in Figure 18, employee
related barriers ranged from employees being spread all over the region, employees living close to
work, employees working different hours, and employees having their own transportation.  Eighteen
percent of the responses from business leaders stated the programs did not fit with their business.
Additional barriers included availability/access to transit (7%), financial reasons (7%), and
administrative issues (4%).
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FIGURE 18: BARRIERS TO PROGRAM ADOPTION AMONG BUSINESS LEADERS

Source: October 2002 Business Leader Survey
QUESTION:What is the biggest barrier keeping you from implementing a commute option program?

Parking Availability Barriers

An additional barrier to the adoption of commute assistance programs among employers in the
region is the large amount of parking available in the 13-county metro Atlanta region, especially the
availability of free parking.  Ninety-four percent of employers stated they had adequate parking for
employees, and nearly three quarters (74%) of available parking is free of charge.

As expected, further analysis of the survey findings by geographic territory reveals free parking is
more available in the suburbs than in Downtown, Midtown, and Buckhead.  Parking is least plentiful
in the region’s dense corridors where better transit infrastructure exists.

Needs and Opportunities to Expand or Improve Programs

The business leader survey also polled business leaders who currently offer commute assistance
programs to find out what will help them expand or improve their programs.  As shown in Table 26,
fewer indicated a need to expand the availability of general commute assistance services in 2002,
(down from 37% in 2001 to 30% in 2002). It is likely business leaders are seeing less of a need to
expand services because they are aware of the organizations and programs available to them.
Reduced desire for expansion of services might also imply a lack of interest or apathy or a need for
further persuasion to adopt programs.

Although fewer employers expressed a need for expanded commute assistance services, a significant
demand for specific commute assistance services, programs, and other information remains. All needs
cited by business leaders are presented in Table 27.  The only statistically significant finding is a
decrease in the number of business leaders who believe general expansion of services is needed.   
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Some of the most frequently mentioned needs to help employers expand programs include:
brochure/information distribution (12%), assistance with flexible scheduling (4%), assistance with
employee discounts (4%), assistance with telecommuting (3%), improved traffic conditions, (5%)
and more public funding (2%).   Employer desire for carpooling services rose to 5% in 2002 after
registering less than 1% in 2001.  Many of the remaining needs cited by business leaders are largely
out of the direct control of commute assistance programs, particularly improved public
transportation (13%).

TABLE 27: BUSINESS LEADER NEEDS FOR IMPLEMENTATION OR EXPANSION OF PROGRAMS

Needs and Opportunities 2002 2001

Services/Programs 30% 37%

     Send Brochures/Information 12% 14%

     Offer Carpooling Services 5% >1%

     Assist w/ Flexible Scheduling 4% 4%

     Assist w/ Employee Discounts 4% 4%

     Assist w/ Telecommuting 3% 2%

     Expand Services (General) 2% 13%

Other 21% 10%

     Improve/Expand Public Transportation 13% NA

     Improve Traffic Conditions 5% 9%

     Public Funding/More Money 2% NA

     Relocate Office 1% >1%

     Better Service (General) NA 1%

Source: October 2001 – October 2002 Business Leader Surveys
QUESTION: What is the one thing that could help your company expand on or improve upon your current
commute option programs?



FY2002 Atlanta TDM Framework Final Report Page 67

REGIONAL TRANSPORTATION SURVEY

Factors Influencing Alternative Mode Use

The regional transportation survey polled metro Atlanta residents who had made a commute change
about what influenced them to make the change.   As shown in Figure 19, a job change or move was
the leading reason (23%) identified by respondents.

FIGURE 19:  REASONS ATLANTA METRO ATLANTA RESIDENTS CHANGE TO ALTERNATIVE MODE USE
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New type of transportation became available

Concerned about the environment

Didn't have access to vehicle

More convenient

Didn't want to drive

Wanted to save money

Moved or changed jobs

Source: December 2002 Regional Transportation Survey
QUESTION:  What influenced your decision to make this change in how you travel to work?

Reasons for Discontinued Alternative Mode Use

Metro Atlanta residents frequently claim they switch out of various alternatives because it is easier
and more convenient to drive alone.  As shown in Table 28, residents also claim job changes as a
reason for discontinuing their alternative mode use, particularly for discontinued use of flexible
schedules (40%).  Residents cite a breakup of a carpool (25%) as a reason for discontinuing carpool.
Residents who previously teleworked state their work no longer allows it (27%) as reason for
discontinued use.
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TABLE 28:  REASONS FOR DISCONTINUED USE

Flexible
Schedule

Train Bus Bike/
Walk

Telework Carpool Vanpool

Easier/more convenient to
drive

-- 22% 33% 35% 10% 4% -

Change jobs 40% 8% 4% 17% 19% 5% -

Moved Residence 6% 5% 1% 11% - 8% -

Car became fixed - 20% 12% 20% - 11% -

Changed to different
alternate mode

- 2% 9% - - 11% -

Didn’t work with current
schedule

19% 5% 7% - 14% 15% -

Carpool/ Vanpool broke up - - - - - 25% 67%

Work doesn’t allow it 4% - - - 27% - -

Prefer driving alone - 13% 9% 4% - - -

Just didn’t like it 4% 8% 4% - - - -

Took too much time 5% 8% 3% 10% - - -

Doesn’t go where I need it
to

- 7% 12% - - - -

Source: December 2002 Regional Transportation Survey
QUESTION: Can you tell me why you do not….any longer?
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Factors Motivating Area Residents to Restart Alternative Mode Use

Metro Atlanta residents express common reasons for a potential return to regular use of alternative
modes.  As shown in Table 29, residents frequently cite better convenience and less hassle as
motivating reasons to possibly return to using their prior alternative mode.  Residents also cite the
ease and better convenience in driving their own vehicle as main reasons for originally discontinuing
their use of an alternative mode.

TABLE 29:  MOTIVATING FACTORS TO START ALTERNATIVE COMMUTE MODE AGAIN

Flexible
Schedules

Train Bus Bike/Walk Telework Carpool Vanpool

Better convenience/less
hassle

18% 30% 38% 20% - 24% 35%

Cash incentives 21% 22% 17% 6% 39% 21% 33%

Employer sponsorship 5% 5% 14% 7% 12% 15% -

Employer subsides 6% 13% 8% - 15% 9% -

Better employer flexibility 28% 5% - - 22% 7% -

Personal consultation 5% 4% 7% - - 2% -

Access to bus/ train - 5% - - - - -

Source: December 2002 Regional Transportation Survey
QUESTION:  Which one of the following would best motivate you to start … again?
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Reasons For Low Frequency Alternative Commute Use

Table 30 presents the reasons stated by metro Atlanta residents for infrequent use of commute
alternatives.  Similar to discontinued users, residents cite the ease and convenience of driving their
own vehicle as barriers to not using alternatives more frequently, particularly for infrequent train
(46%) and bus (46%) use (see Table 29).  Residents also cite problems with the mode not meeting
their current schedule, stating that work does not allow a use of flexible schedules (20%) or
teleworking (18%).

TABLE 30:  REASONS FOR INFREQUENT ALTERNATIVE MODE USE

Flexible
Schedules

Train Bus Bike/Walk Telework Carpool Vanpool

Easier/more convenient to
drive 1% 46% 47% 22% 9% 27% 12%

Change jobs 3% 3% 1% - 6% - -

Moved residence 1% 2% 1% 2% - 3% 4%

Need car for work - - - - - 5% -

Car became available - - 4% 5% - 4% -

Change to different
alternative mode

2% 2% 2% 1% 2% 2% -

Didn’t work with current
schedule

24% 3% 4% 2% 17% 26% 34%

Work doesn’t allow it 20% - - - 18% - -

Prefer driving alone - 2% 1% - - 1% -

Just didn’t like it - - 5% - >1% 2% -

Took too much time - 14% 8% 12% 1% 1% -

Doesn’t go where I need it to - 13% 6% - - - -

Don’t need to 8% 5% 2% - >1% 6% 12%

Carpool/ Vanpool broke up - 1% - - >1% 4% 18%

Cheaper to drive - 5% 2% >1%

Weather conditions - 1% - 22% - - -

Need to be at office - - - - 23% - -

Source: December 2002 Regional Transportation Survey
QUESTION:  You indicated that you … in the past year.  Can you tell me why you do not …more frequently?

Factors Motivating Increased Alternative Mode Use

Similar to factors of discontinued use or restarting use of alternative modes, residents cite the better
convenience and less hassle of the alternative as motivators to start using the mode more frequently.
As shown in Table 31, residents highly rate the use of incentives to draw them into more frequent use
of alternatives, particularly for bike/walk (36%).  A range of motivating factors would draw residents
to telework, including incentives (14%), employer sponsorship (17%), and better employer
flexibility (26%).
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TABLE 31:  MOTIVATING FACTOR TO INCREASE FREQUENCY

Flexible
Schedules

Train Bus Bike/Walk Telework Carpool Vanpool

Better convenience/
less hassle

32% 50% 47% 33% 19% 35% 23%

Cash incentives 13% 14% 16% 36% 14% 26% 23%

Employer
sponsorship

13% 3% 14% 7% 17% 5% -

Employer subsides 8% 9% 3% 6% 4% 5% -

Better employer
flexibility

24% 2% 6% 2% 26% 6% -

Personal
consultation

- 3% 5% 3% >1% 4% -

Access to bus/ train - - - - - - -

Nothing 7% 7% 12% 10% 17% 14% 43%

Source: December 2002 Regional Transportation Survey
QUESTION:  Which one of the following would best motivate you personally to … more frequently?

User Profile

To assist in profiling users of alternative modes over time, the measurement team reviewed key
characteristics of metro Atlanta residents who have tried alternatives versus those who have never
tried alternatives.  The measurement team produced profiles of those who have tried any of the
alternative modes, those who have tried carpooling, and those who have tried teleworking.

Ever Tried Alternative Modes Profile - Generally speaking, those who have tried any alternative
mode are more likely to have an employer-based commute program; are more educated; work in
more urbanized regions; work in the private sector; earn higher income; and recall commuting
information.

Ever Tried Carpooling Profile - When compared with those who have never tried carpooling,
metro Atlanta residents who have tried carpooling share the following characteristics: more likely to
have an employer who offers commute programs; less than 35 years of age; work in areas of medium
urbanization region; and recall having seen carpooling information.

Ever Tried Teleworking Profile - Metro Atlanta residents who have tried teleworking are more
likely to have an employer who offers commute programs; be a college graduate or post graduate;
work in high-density areas; be older; work for a private organization; have a higher income; be
Caucasian; and recall seeing teleworking information.

Alternative Mode Use Frequency Profile

The measurement team produced profiles for frequency of use for select alternative modes.

Carpool Frequency - Metro Atlanta resident frequency of carpooling is consistent over the life of
seven surveys.  One in five who carpools does so five to seven days per week; about one in ten of
those who carpools does so three to four days a week and about one in ten who carpools does so one
to two days per week.  Carpool frequency information reveals that carpooling is a regularly used
alternative with nearly one-third of users carpooling three or more days per week.

MARTA Train Frequency - Trend information over time reveals a slight decline in the percentage
of commuters who regularly use the MARTA train five to seven days per week.  Regular weekly users
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exceed periodic monthly users implying the MARTA train is a more permanent mode use than a trial
behavior.

Telework Frequency - Review of teleworking frequency reveals a long-term decline in regular five
to seven day use of teleworking.  However, use of teleworking for periods of one to two days per
week shows a slight increase over time.  The use of teleworking as a commute option is generally
seen in the one-two day per week teleworking programs.  The positive trend in this category is likely
due to many factors, including regional commute options programs and advertising emphasis on
teleworking and its increased potential and availability due to technology improvements

Compressed Work Week Frequency - By a large margin, the preferred compressed week schedule
for metro Atlanta residents using this alternative is four 10-hour work days each week.
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CHAPTER 6 CONCLUSIONS AND RECOMMENDATIONS

INTRODUCTION

Previous sections of this report described the results of region-wide evaluation activities conducted in
FY2002.  The results, combined with results from the FY2000 and FY2001 evaluations, conclude the
Atlanta TDM Framework is making progress in reaching both employers and property managers and
commuters, with positive impacts for congestion mitigation and air quality improvements.

This section highlights key conclusions and implications of this year’s results for five categories of
performance examined in the evaluation:  awareness, attitudes, participation, utilization, and
impacts.  This section also presents recommendations for how the Atlanta TDM Framework can
expand on these results in the coming year.

CONCLUSIONS

Awareness

Awareness of Problems and Solutions - Metro Atlanta residents are aware the region is
experiencing problems with traffic congestion and air quality and many recall seeing, reading, or
hearing information related to these issues.  Residents also note moderate to strong recall on
information about specific commute alternatives and commute assistance programs, although the
majority of respondents cannot recall the sponsor of the information they saw, read, or heard.

Metro Atlanta residents expressed continued awareness, near 50% or more, of regional services
available to help with commute alternatives.  Some programs, such as public transit schedule or route
information and the 1-877-CLEANAIR information line and www.cleanaircampaign.com, are
recognized by more than half of the region’s residents.   Metro Atlanta resident awareness of the 1-
87-RIDEFIND information line and carpool and vanpool matching services declined from December
2001 to December 2002, but remained high (near 45%).  Residents working in more urbanized areas
of the region show the greatest awareness of regional services.

Metro Atlanta residents are more aware of The Clean Air Campaign as an organization and nearly
half associate The Clean Air Campaign with some form of alternative transportation activity.  Many
residents describe carpool encouragement and carpool matching services as primary functions of The
Clean Air Campaign.

Awareness of The Clean Air Campaign remains steady among local business leaders and awareness of
1-87-RIDEFIND and the MARTA Partnership Program has grown significantly.  Business leader
awareness of TMAs also increased over the past year. Employers aware of regional programs and
TMAs are more likely to say they offer commute assistance to employees than employees who are
not aware of these programs and services.

Attitudes

Issue Importance/Severity - Atlanta residents consider traffic congestion and air quality equally as
serious quality of life issues for the region.  Atlanta business leaders believe traffic congestion has a
greater impact on employees, and, more importantly, their business operations than air quality.
When asked to rate how well the Atlanta metropolitan region has performed addressing traffic and
congestion in the region, more than half of Atlanta business leaders give only a one, two, or three
rating on a 10-point scale, with 10 being the highest score.

Positive Attitudes about Solutions – About half (50%) of metro Atlanta residents who said their
employer offered employer-sponsored commute assistance programs gave these programs a ranking
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of extremely valuable or very valuable.  Residents who have tried a commute assistance program
offered by their employer rank these programs higher in value than those who have not tried them.

The majority (80%) of metro Atlanta residents who have been in contact with The Clean Air
Campaign gave the organization an extremely valuable or somewhat valuable ranking, representing a
substantial increase from December 2001.

Likelihood of Employee Use - When asked about the likelihood of employees using specific
commute assistance programs, business leaders say they believe their employees would be most
receptive to compressed work week schedules, flexible start and stop times, and free rides home in
case of an emergency.

Participation

Contact and Participation in Regional Programs and Services - Framework partners report
increased contact between commuters, employers, and property managers and the region’s TDM
resources and service outlets available to assist them with commute options.  Calls to 1-877-
CLEANAIR and 1-87-RIDEFIND and visitors to (www.cleanaircampaign.com) are on the rise. The
number of commuters entering the regional rideshare database increased 26% from FY2001 (22,300)
to FY2002 (28,123). The total number of worksites enrolled in the GRH program at the close of
FY2002 was 471, an increase of about 49% from FY2001 (316 worksites).

Nearly 100 employers or property managers and more than 3,500 commuters were participating in
Framework partner and employer commute incentive programs at the close of FY2002. Framework
partners sold approximately 238,300 monthly discount transit passes during FY2002, an increase of
about 31% over the previous fiscal year. The region added another 16 vans to its fleet, an increase of
9% from FY2001. Framework partners, through financial incentives and local outreach, formed at
least three of the new vanpools and assisted in filling empty seats on several existing vanpools.

Surveys of metro Atlanta residents and business leaders also support increased contact with several
regional programs and services.  For metro Atlanta residents, contact and actual use of services is
most notable for services related to transit use and services provided by information specialists at the
region-wide information phone lines and at www.cleanaircampaign.com.  More business leaders are
participating in the MARTA Partnership Program and contacting 1-87-RIDEFIND, and business
leader contact with organizations such as The Clean Air Campaign and local area TMAs is also on
the rise.

Services Provided by Employers and Property Managers - More business leaders are also
offering commute assistance to employees (77% in 2002 compared to 65% in 2001); the most
commonly offered programs include flexible schedules, compressed workweeks, and teleworking.
However, only a small number of business leaders realize these programs qualify as commute
assistance. Interestingly, business leaders who participate in regional programs, such as the MARTA
Partnership Program and 1-87-RIDEFIND, and who have been in contact with their local TMA offer
more commute assistance to employees than business leaders who do not participate or interact with
these programs.

More metro Atlanta residents had access to worksite commute assistance programs in FY2002 (24%)
than in FY2001 (20%). Availability of commute assistance programs was more common for
residents working in more urbanized areas.  The percentage of metro Atlanta residents noting
availability of specific employer-sponsored programs did not increase substantially over the previous
fiscal year; the only significant increase was employer-sponsored carpool subsidies.  One-in-three
metro Atlanta residents who said their employer offers commute assistance services have used at
least one service. Employees working in more urbanized areas used employer commute assistance
services more often than employees working in less urbanized areas.
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Overall, employees working for employers who collaborate with Framework partners to provide
commute assistance services (referred to as Employer Participants) indicated greater availability and
awareness of employer-sponsored commute assistance programs when compared to the regional
average. However, many employees at Employer Participant worksites are not aware of the range
and extent of commute assistance services offered by their employers.  Employees who said their
employers offer commute assistance programs have lower drive alone rates and are more likely to try
commute alternatives than employees who said they did not have access to these services.

At the close of FY2002, Framework partners were working with approximately 670 employer clients
and 107 property manager clients, an increase of about 21% from FY2001. Almost all clients offer
employees information about commute alternatives and access to rideshare matching through
information and support programs. Many employer clients also offer enhanced commute assistance
(e.g., financial assistance and administrative assistance).  Employees working for employers who
offer enhanced commute assistance have lower drive alone rates than employees working for
employers who only offer information and support commute assistance services.

Utilization

The measurement team identified 53,442 commuters using commute alternatives associated with the
Atlanta TDM Framework in FY2002.  Approximately 11,540 (22%) began using an alternative
mode during the FY2002 evaluation period, while the remaining 41,902 (78%) started using an
alternative mode prior to FY2002 and maintained use of the mode during the evaluation year.

The FY2002 utilization impacts include those programs and services the measurement team could
validate with established data sources.  This estimate is conservative; actual utilization is higher but is
difficult to measure with a high degree of confidence and accuracy.

Travel and Emission Reductions

The 53,442 commuters using commute alternatives reduced a total of 37,507 vehicle trips per day.
Commuters who had made a commute change during FY2002 reduced 9,561 vehicle trips per day,
while commuters who made a commute change prior to FY2002 but maintained the commute change
during the year contributed to a daily vehicle trip reduction of 27,946 trips.

Multiplying the number of vehicle trips reduced by the average commute distance for the respondents
(20.9 miles one-way), results in a total daily reduction of 779,924 miles.

Emissions reduced, defined as tons of pollutants reduced, are calculated by multiplying regional
emission factors provided by the Air Quality Branch of the Georgia Department of Natural
Resources, Georgia Environmental Protection Division by the amount of VMT reduced. Thirteen
counties in the metropolitan Atlanta region do not meet federal air quality standards for ozone.
Reducing emissions of oxides of Nitrogen (NOx) and Volatile Organic Compounds (VOC) is of
particular concern in the region as these pollutants are the primary components in the formation of
ozone. The emissions reduced equal:

• NOx .77 tons per day reduced
• VOC .89 tons per day reduced       1.66 tons pollutants per day reduced

As mentioned previously, the FY2002 evaluation is a program level estimate of travel and emission
reductions for a select group of Framework programs.  The evaluation follows a standardized and
rigorous protocol and is considered a lower bound estimate of travel and emissions reductions
attributable to TDM programs.  It is cost prohibitive to assess the travel and emission reductions
associated with all TDM programs. In addition, the evaluation does not capture the indirect impact
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of programs—impacts that are not immediately evident or obvious to individuals making commute
changes.

These emission reductions are substantially higher than the emission reductions documented in the
FY2001 Atlanta TDM Framework Evaluation (.53 tpd of NOx and .58 tpd of VOC).  A direct
comparison of travel and emission reductions cannot be made from FY2001 to FY200211 ; however,
the measurement team is confident that the Atlanta TDM Framework is increasing the number of
commuters using commute alternatives throughout the region.

As mentioned previously, the FY2002 travel and emission reductions represent a program level
estimate for a select group of Framework programs. The regional estimate presented in the SIP
VMEP Update found that over the past five years nearly 270,000 commuters were placed in
alternative commute modes.  The total daily travel reduction from these commuters equals 207,400
vehicle trips and 4.1 million vehicle miles.  The reduction in vehicle miles traveled translates into a
reduction of 4.97 tpd of NOx and 5.75 tpd of VOC per day.  It is likely the travel and emissions
reductions for TDM programs fall between the program and regional estimates.

RECOMMENDATIONS

The ultimate goal of the Atlanta TDM Framework is to encourage commuters who are driving alone
to shift to alternative transportation modes and to encourage commuters who currently use
alternative modes to continue to do so.  The FY2002 evaluation assesses the Atlanta TDM
Framework’s activities towards reaching this goal, but also to identify opportunities to enhance
future success.  Suggested areas of enhancement, or recommendations, are presented below.  A more
detailed description of the recommendations and the findings leading to the recommendation follow
the summary.

1. Educate the Audience – Many employees at Framework partner employer partner worksites
are not aware of the programs that their employers offer and regional employers do not
understand the range of programs that could be classified as commute assistance;

2. Continue to Increase Financial Incentives to Encourage Alternative Mode Use and
Adoption of Commute Assistance Programs - Incentives play a key role in a commuter’s
decision to start or to continue using alternative modes and employees working for employers
that offer financial incentives to encourage alternative mode use have the lowest drive alone
rates of any group evaluated in FY2002;

3. Target Urbanized Areas - A host of conditions related to urbanization play a role in
commuter, employer, and property manager awareness, interaction, and use of commute
assistance programs and availability of commute assistance programs;

4. Focus Outreach on Employers and Property Managers - Employer interaction with
regional programs and services and outreach service providers appears to increase the range
and extent of commute assistance programs available to employees;

5. Strengthen Coordination of Atlanta TDM Framework Activities – The Atlanta TDM
Framework will be most effective if commute assistance services are provided and promoted in
a more coordinated and integrated community wide approach.

These recommendations are designed to prompt commuters to move from awareness of commute
assistance programs to action.  These actions might include using a specific commute assistance
program or service or trying or adopting a new commute alternative.  Recruiting new employer
clients and enhancing commute assistance programs at existing employer client worksites are
important components of moving commuters beyond awareness to action.
                                                
11 In FY2002, the measurement team expanded the evaluation to include several new data sources.
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The Atlanta TDM Framework should continue to shift resources towards expansion of the regional
supporting programs and services and outreach services.  Expansion of regional programs and
services should include increased funding for incentive programs targeted at individual commuters,
employers, and property managers along with improved utilization of existing programs, such as the
regional rideshare program.  Increased investment in outreach services should include additional
funding to employer outreach service areas that have greater concentrations of commuters and
infrastructure to support alternative mode use.

Because resources are limited, a balance must be struck between generating new employer or property
manager clients and building or enhancing relationships with current employer and property manager
clients.  Critical to this balance is identifying employers and property managers with characteristics
that favorably support the implementation and adoption of commute assistance programs.  The
evaluation results suggest that this target market should include employers and property managers in
more urbanized areas, that is, areas with greater congestion and employment density, limited parking,
and infrastructure to support alternative mode use.

1) EDUCATE THE AUDIENCE

Whether through the employer or the individual commuter, a key component of outreach is making
sure the audience understands the range of programs available.  The FY2002 data collection findings
show employees at Framework partner employer partner worksites are not aware of the range and
extent of commute assistance services offered by their employers.  In addition, regional business
leaders do not understand the range of programs that could be classified as commute assistance.

Close the Gap Between Employee Awareness and Employer Program Offerings

Overall, employees at Framework partner worksites indicate greater availability or awareness of
employer-sponsored commute assistance programs than regional worksites, as measured through the
regional transportation survey. However, many of the employees at Framework partner worksites
are not aware of the range and extent of commute assistance services offered by their employer, and
therefore, actual use of services remains low. The Atlanta TDM Framework should use these findings
to communicate to employers a need to offer employees more information about the commute
assistance services available to them.

Educate Employers on Programs that Could be Classified as Commute Assistance

Many employers do not know the programs they currently offer also serve commute assistance
functions.  Thus, many employers are unaware of the positive results their programs are having on
traffic and the environment. The Atlanta TDM Framework must continue to educate employers on
the multiple benefits that result from sponsorship of these programs and continue to market these
benefits when approaching new employer clients.

Increase the Regional Rideshare Database Placement Rate

The rideshare database placement rate is negatively impacted by the small percentage of people
contacting someone on their match list to find a rideshare partner. Only about 4% of the total
respondents said they started ridesharing with someone on their ridematch list. Only 28% of the
people who received a match list tried to contact someone on their list to find a rideshare partner.
Nearly half of the respondents (44%) who did not try to contact someone named on their match list
cited incompatible work schedules or home/work addresses as the reason why they did not contact
someone on their list.
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These recommendations focus on actions Framework partners, especially those who provide
employer and individual outreach services, can take to encourage applicants to contact people on
their match list and thereby improve the rideshare database placement rate.

• Directly contact applicants a few weeks after they receive a match list to help motivate
commuters to use the ridematch information and to provide commuters an opportunity
to request additional assistance;

• Implement a series of brief monthly or bimonthly commute-oriented messages to keep
interest high among current applicants;

• Use financial incentives to encourage applicants to call people on their match list and
form ridesharing arrangements.

Some Framework partners began implementing follow-up with new rideshare applicants in late
FY2002 in an effort to enhance the rideshare database placement rate.  The Clean Air Campaign, in
particular, began an aggressive approach to increasing the placement rate.

Commute Connections now sends duplicate match lists of all commuters in a company to the
designated Clean Air Campaign placement coordinator, at the same time they are sent to commuters.
The placement coordinator contacts all matched commuters to provide one-on-one assistance,
including verifying and or updating contact information, and ensuring the commuter has received the
match-list.  The placement coordinator also maps the addresses of commuters named on the match
list, identifying possible commute routes and park and ride locations to help overcome the barriers
commuters may perceive when matched with commuters who, for example, live in the opposite
direction from the worksite.

The Clean Air Campaign also now offers Meet Your Match events at participant worksites. Outreach
coordinators work with a company coordinator to promote the activity and send personalized letters
that include a recent copy of a commuter’s match list and an explanation of the incentives being
offered if they begin ridesharing.  At the event, commuters are encouraged to stop by in information
table with someone on their match list and register their carpool.

2) CONTINUE TO INCREASE FINANCIAL INCENTIVES TO ENCOURAGE

ALTERNATIVE MODE USE AND ADOPTION OF COMMUTE ASSISTANCE PROGRAMS

Continue to Expand the Use of Existing Incentive Programs

FY2002 data findings revealed the majority of vanpool riders and discount transit pass recipients did
not vanpool or use transit prior to receiving financial assistance and would drive alone if these
commuting options were not available. The switch back to drive alone would have a substantial
impact on travel and air quality emission reductions for the region.

Over the past year, the Atlanta TDM Framework has increased the range and extent of commute
incentive programs offered to commuters and employers.  Examples include two new Clean Air
Campaign incentive programs: Cash for Commuters and the Employer Clean Air Challenge.
CAP/Downtown TMA, MTS, and BATMA, in coordination with The Clean Air Campaign, also
implemented a joint carpool subsidy program during smog season FY2003.  The Atlanta TDM
Framework should continue to implement similar incentive programs in the future and should
increase the level of funding available to commuters and employers through incentive programs.

An important component of a financial incentive program is evaluating the impact it has on short-
and long- term travel behavior changes. A survey conducted of a group of participants in The Clean
Air Campaigns’ Cash for Commuters regional commute assistance program confirmed that financial
assistance motivates people to make sustained commute changes. The survey of registrants,
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conducted three to six months after they completed the program, found that the majority of
program participants (70%) are continuing to use the commute alternatives they used during their
enrollment period.

The Atlanta TDM Framework should continue to conduct similar surveys to further the region’s
understanding of the role incentives play in prompting commuters to make and sustain behavior
changes.  These findings would provide valuable insight for TDM decision-makers for purposes of
resource allocations and program design.

Encourage Employers and Property Managers to Implement More Enhanced Commute
Assistance Programs

The Atlanta TDM Framework should continue to focus on encouraging employers and property
managers to implement enhanced commute assistance programs, including the increased use of
incentives to promote alternative mode use.  Overall, the employee drive alone rate for employers
that offer enhanced commute assistance to their employees is lower than the drive alone rate for
employers offering information and support assistance only. The lower drive alone rates translate
into higher alternative mode use, including carpooling and transit use.  Consequently, employers
providing enhanced commute assistance have greater levels of travel and emissions reductions than
employer worksites providing only information and support assistance.

3) TARGET URBANIZED AREAS

A host of conditions related to urbanization, such as employment density, infrastructure availability,
parking availability, and traffic congestion play a role in commuter, employer, and property manager
awareness, interaction, and use of commute assistance programs and availability of commute
assistance programs.

Currently, TMAs provide employer and individual outreach to eight of the region’s densely
populated employment centers.  The Clean Air Campaign Private Sector Outreach Program provides
outreach throughout the 13-county region in areas outside the eight defined TMA territories.  At the
beginning of FY2003, CAC Private restructured its outreach approach to commit more resources to
many of the region’s most highly congested corridors and densely populated employer areas.

Metro Atlanta Residents and Business Leaders are More Receptive in More Urbanized
Areas

FY2002 data collection findings show Atlanta residents working in more urbanized areas are more
aware of commute assistance programs and services and more receptive to using these programs and
services.  This also appears to be true for business leaders, as business leaders with worksites in more
urbanized areas offer a greater number of commute assistance programs and have a higher likelihood
to offer additional programs than their counterparts in less urbanized areas.

Investigate Adopting a More Regional Approach to Assessing Outreach Needs

While program enhancement is important throughout the metro Atlanta region, travel and air
quality emission reductions may be achieved more efficiently when Framework partners focus in
areas that have greater concentrations of commuters and greater infrastructure to support alternative
mode use.  These factors appear to offer substantial opportunities for behavior change.

As such, the Atlanta TDM Framework should investigate the benefits that could be derived from
adopting a more regional approach to assessing employer and individual outreach needs.  The
approach would include basing the allocation of outreach services (outreach staff) on employment
density and other conditions related to urbanization. For example, assigning outreach staff to
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territories that are divided not by area size but by employment, so that denser areas have more staff
to provide employer and individual outreach.

4) FOCUS OUTREACH ON EMPLOYERS AND PROPERTY MANAGERS

Employer Sponsored Commute Assistance Programs Are Important

Business leaders who participate in regional programs, such as the MARTA Partnership Program, 1-
87-RIDEFIND, and The Clean Air Campaign, and who have been in contact with their local TMA
offer more commute assistance to employees than business leaders who do not participate or interact
with these programs.  This connection suggests significant potential for growth and enhancement of
employer-sponsored programs through employer and property manager outreach.

Residents who said their employer offered commute assistance programs were more likely to try
them and individuals who try these programs place a greater value on them than those who do not.
Metro Atlanta residents who said their employer offered commute assistance programs are also more
likely to try commuting alternatives and typically have lower drive alone rates.

Promote the Positive Impacts to the Businesses’ Bottom Line

A key component of focusing outreach on employers and property managers is using marketing and
advertising dollars to promote the positive impacts commute assistance programs have on businesses’
bottom line. Business leaders are aware of the impacts of traffic congestion on business operations.
Two of the primary reasons they offer commute assistance programs—to increase employee benefits
and improve employee morale—influence daily business operations and translate into greater
productivity and higher employee retention.  Marketing and outreach messages should highlight these
positive impacts and explain how they translate into savings for a businesses’ bottom line. The Clean
Air Campaign began moving in this direction during FY2002 by using advertising messages with
testimonials from prominent Atlanta business leaders such as Arthur Blank and Ted Turner.

Individual Commuter Outreach Is Also Important

Not all employers are receptive to commute assistance programs. As identified in the regional travel
survey, individual commuters interacting with regional services are more likely to use them, make
commute changes to alternative modes, and have lower drive alone rates. As such, interaction with
individual commuters through a regional program or service, where the individual contacts the
program directly rather than through an employer-sponsored program, is also important. Regional
programs and services also provide an opportunity to educate individuals who do not work or are self-
employed on ways to reduce their non-commute related travel.

5) STRENGTHEN COORDINATION OF ATLANTA TDM FRAMEWORK ACTIVITIES

Business leaders and residents in the metro Atlanta region show high awareness of regional programs
and services available to help with commuting alternatives and to help implement commute
assistance programs.  However, there is considerable confusion among business leaders over which
commute assistance programs qualify as commute assistance and among commuters at Framework
partner Employer Participant worksites over which commute assistance programs are available to
them.

The high awareness of programs and services and the confusion about the employer-sponsored
commute assistance programs available among employees at employer partner worksites suggests the
need for a more coordinated and integrated approach to TDM in the region. An integrated and
coordinated approach will build on the strength of all Framework partner commute assistance
programs, create economies of scale, and reduce the confusion among commuters and business leaders
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about these programs.  This approach should be seamless and take advantage of local commute
options and infrastructure and employer or employee demand for services.

The approach should include the coordination of advertising and public relation activities with all
Framework partners. These messages should continue to direct commuters to appropriate programs
and services to obtain information and provide them with the appropriate resources and tools to act.

In May of FY2003, CAP/Downtown TMA, MTS, and BATMA launched a shared carpool incentive
program in coordination with The Clean Air Campaign.  This coordinated incentive program is an
excellent example of a coordinated and integrated approach to raising awareness of carpooling as a
commute alternative and the incentives available to encourage use.


